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Have you seen our booklet, “COLOMBIA, THE LAND Or COrFEE” ? 
It's delightfully illustrated, and jours for the asking 


Careful cultivation... Constant experimentation ... 


Assure perfect quality the year “round 
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Superior Cup and Keeping Qualities 
Lower Roasting Costs 
with 


THE NEWEST DEVELOPMENT | © a 
IN COFFEE ROASTING a 


* 
cump FRAY-NOX correct roaster 


Outstanding advantages in the roast and in operating economies 
have been demonstrated by several years of daily operation and 
testing of the new Gump RAY-NOX Roaster. 


Superior cup and keeping qualities of the roasts have been 
confirmed by repeated tests conducted by coffee experts from coast 
to coast. 


Patents 
Pending 


Daily operating records kept by RAY-NOX users show sub- 
stantial reductions in production costs and time required for main- 
tenance and cleaning. 


The RAY-NOX offers you an opportunity to improve the cup 
and keeping qualities of your coffee, and at the same time make 
worthwhile reductions in your roasting costs. Complete information 
will be furnished on request, without obligation. Write today. 


« F. G U RA P ¢ © = 1312S. Cicero Avenue, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
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Metal-End | Dredee.Top 
FIBRE 
CONTAINERS 





Spout Top 








Sifter Top 
Slip Top 


Fricti T 
Screw Top i aha 


Round, square, oval, oblong—spiral or convolute—designed Absolute product protection is a “first” in R. C. packaging. 
to your specific needs. Asphalt-impregnated and paraffin-lined containers are 
just two examples of R. C. Packaging. 


Fast dependable deliveries, free from material-shortage head- Always smart-looking, up-to-date . . . yet R. C. Packages 
aches. Four factories to serve you. cost less to produce, to ship. 


e CAN COMPANY 


MAIN OFFICE 9430 Page Blvd., St. Louis 14, Mo. 


and Factory 
Branch Factories: Arlington, Tex.; Rittman, O.; Turner, Mo. 


SALES OFFICES: 
C. E. DOBSON, 1003 Carondelet Bldg., New Orleans 12, La. @ R. C. CAN CO., 225 W. 34th St.. N. Y., N. Y. © P.O. Box 3218, Station F, 1156 Dalon Dr., N.E. 
Atlanta, Ga. © S. W. SCOTT, 608 McCall Bidg., Memphis 3, Tenn. @ E. F. DELINE CO., 224 W. Alameda, Denver 9, Colo. © W. L. BENNETT, 126 S. Third St., 
Minneapolis |, Minn. © CAN SUPPLY CO., 1006 W. Washington Bivd., Los Angeles 15, Calif. 
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It baffled a lot of people when Ol¢ 
Man Cagle gave young Pete, his son, a com 
pletely free hand in the planning and building 
of the new Cagle plant. To be sure, young Pete 
had grown up in the business, but the Old Man 
had been in it for 40 years and in the opinion 
of most people knew about all there was to 
know about the coffee business. Pete, most of 
them thought, still had a lot to learn. 

The mystery deepened when, after six 
months of operation, the new plant which Pete 
built proved to be one of the most efficient and 
profitable in the entire industry. Pete was smil- 
ing all over the place and the Old Man had a 

“permanent “that’s my boy” look on his face. 

“Actually,” the Old Man explained, 
“there was no great mystery to it. I knew Pete 
had no experience in building a coffee plant. 
When you get right down to it, neither have I. 
I've spent 40 years operating coffee plants, but 
that’s an entirely different thing from building 
them. But I knew Pete had a good head on his 
shoulders, and he proved it. 


“The first thing Pete did when I gave 


ie “em him the job was call in Jabez Burns & Sons. That 


A JABEZ BURNS MINUTE MYSTERY 


ml 


was before he even talked with architects, con- 
tractors, or anybody. They’ve had many years 
of engineering experience in planning, laying 
out, and equipping coffee plants, and Pete 
figured they could take all the gquess-work out 
of our new plant. 

“And Pete was right! Jabez Burns engi- 
neers worked with our architect and our con- 
tractors. Pete told them what he wanted in a 
finished plant and what he had to spend. They 
took it from there. They worked out 99 per cent 
of the problems before the architect even picked 
up a pencil—problems like material flow, ade- 
quate storage, the newest developments in mod- 
ern equipment, the use of automatic controls, 
5 ; and smoke and chaff control. The result was no 
Calling Jabez Burns at the dream stage is the new plant nightmares and a completely efficient 


; i i and modern plant which combined simplicity 
best insurance against new plant nightmares. with Hoxibitite. 


“Rnd,” the Old Man concluded, “it re- 
sulted in a Smiling Son and a very proud 
Old Man!” 


11th Avenue at 43rd Street . New York 36, N. Y. oe ee 
DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT oY 
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What Br azil 


is doing about coffee prices 


A MESSAGE FROM HORACIO CINTRA-LEITE, U.S. REPRESENTATIVE, THE BRAZILIAN COFFEE INSTITUTE 


The present coffee shortage, inevitable result of 
the serious widespread frost in Brazil last July, 
threatens my country with tragic loss. We are 
as deeply concerned as you are with this loss and 
the consequent rise in the price of coffee. We are 


doing everything possible to meet these problems. 


For months, now, Brazilian coffee farmers have 
been repairing the frost damages wherever 
possible, saving every tree not hopelessly blighted, 


and planting anew. 


Hundreds of millions of new trees are already 


set out. 


In addition, the Government is encouraging 
maximum production of coffee by paying farmers 


a bonus on every bag exported. 


But the frost itself was not our only deep concern. 
We are well aware that the prestige of coffee has 
been under severe attack because of the rise in 
coffee prices. This attack has gone so far as to cast 


doubt on what Brazil has actually suffered. 


Therefore, the Government of Brazil, through The 


Brazilian Coffee Institute, extended a cordial 


invitation to a number of Americans to come to 
Brazil, visit our coffee-raising areas, see the frightful 
damage, and report back here what they observe 
at first hand. 


In this great endeavor to put down rumor and to 
make the truth known, you roasters as well as we 
Brazilian producers have a vital stake. 


We of The Brazilian Coffee Institute ask you to 
cooperate with us in placing the facts before the 
fair-minded people of the United States. The ad- 
vertising you sponsor in your own community can 
help substantially by including these simple facts: 


@ Last July, frost in Brazil killed trees which would have 
produced nearly a half-billion pounds of coffee. 


e@ It will take time to replace this mountain of coffee be- 
cause coffee trees need five years to mature. 


e During the present shortage, the age-old law of supply 
and demand works—as with other shortages in, for exam- 


ple, housing, meat and dairy products. 


e But in the next few years, trees planted since the war 
will begin bearing heavily, and coffee supplies are expected 


'udh . 


U.S. REPRESENTATIVE, THE BRAZILIAN COFFEE INSTITUTE 


to increase. 





COFFEE & TEA INDUSTRIES and The Flavor Field 





Killing the Goose 
That Lays The 
Golden Coffee Eges 


Notwithstanding the complications of the present 
coffee supply situation, we believe that nothing is 
more dangerous to the coffee roaster’s future than 
to reduce quality. 


It is our hope that all roasters will maintain the 
quality of their blends, to the best of their ability, 
during this critical period, otherwise, the use of 
competing beverages will be encouraged and the 
individual roaster will suffer perhaps irreparable loss 
in terms of good will, prestige and declining sales. 
In truth, he will be “killing the goose.” 


“Coffee Costs so little. ... 


. and gives so much”’ 


Ruffner, McDowell & Burch, Inc. 
NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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TO SELL MORE IN ’54 


Full details on this campaign will be sup- 
plied by your Canco representative. 


Be sure to take advantage of the sales and 
merchandising possibilities for YOUR 





products. 
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Anericas leading can manufacturer announces... 


A spectacular and unusual program 
to help you sell more in 54 


A series of colorful advertisements featuring 
delicious meals with speedy, easy recipes using 
canned foods will be sponsored by American 
Can Company. The first of these ads will appear 
in the April 19 issue of LIFE and in the May 
issues of McCall’s and Good Housekeeping. 


This new advertising approach to menu plan- 
ning is aimed directly at homemakers—at women 
who buy, prepare and serve foods and beverages. 
The colorful treatment and the copy are de- 


signed to increase the prestige of canned foods 


and canned beverages in women’s minds—make 


women want to buy and serve them more often. 


This program will stimulate the sale of all 
kinds of canned foods and beverages. It will help 
you sell more in *54. 

Like Canco’s unequaled facilities, technical 
skills, and research, this new program is an 
example of Canco’s constant effort to help you 
market your vacuum-packed coffee more profit- 


ably. 


Go first to the people who are first! 


AMERICAN CAN COMPANY 
xD 


New York, Chicago, San Francisco; Hamilton, Canada 


Today no coffee container in the 
world can offer you better flavor 
protection than the vacuum-pack 
can, originated by Canco. 


1954 
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LEONIDAS LARA « SONS nc. 


= iii! | = 99 WALL STREET NEW YORK 5, N. Y. | lll 


HOA 


I 











Telephone: Digby 4-8777 Cable: NYLORENA Teletype: NY 1-3368 
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Chuck Newman probably has created more successful coffee bags 
than any one else in the history of the industry. 


Chuck has been director of Union’s Package Design 
Department for more than 20 years. 


You can have him design a new coffee bag for you or modernize an 
old one. His services are available to all Union Bag customers. 


The Man Who Designs Sales 


You pay no special premium for Union’s package design 
service, any more than you do for the other ‘plus’ values 
Union Coffee Bags offer you. 


Incorporate Union’s broad coffee merchandising experience in 
your package. In an increasingly competitive market, an improved 
bag can be one of your most valuable assets. 


ag stages ned ws 
nd 

UNION Feney Coffee Bags 
on 006 © Sere eeenene , Sa 


PAPER CORPORATION 
we att Building, New York 7, N. Y. 








This advertisement was recently published in newspapers 
coast to coast reaching over 18-million people. It tells the American 
public the real reasons for current coffee prices. You can help the cause of 
coffee by including these facts in your own advertising. 


WHY THE BRAZILIAN GOVERNMENT 
HAS INVITED AMERICANS CONCERNED 
ABOUT COFFEE PRICES TO 
COME TO BRAZIL 
TO “SEE FOR YOURSELF” 


In order to clear the atmosphere of doubt and rumor 
about the reasons for the rise in coffee prices, Brazil 
—through the Brazilian Coffee Institute, has invited 
a group of observers to come to Brazil, see for them- 
selves and report back to you. 








Those invited include members of Congress, lead- 
ing publishers and writers, and representative house- 
wives. Those who accept will visit typical coffee farms, 
coffee warehouses and the coffee shipping ports. They 
will be free to investigate where and what they wish. 
Their questions will be answered fully and frankly. 


Brazil will welcome this group—just as it welcomes 
the Congressional and Federal Trade Commission in- 
vestigations—as an opportunity to lay before you, the 
consumer, the full story behind present coffee prices. 














BRIEFLY STATED, HERE ARE THE FACTS 


THE FIRST BIG FACT: Last July, when we in the 
United States were enduring midsummer heat, part 
of the great coffee-producing area of Brazil was struck 
by killing frost. It was midwinter, then, south of the 
Equator. 


Overnight hundreds of millions of coffee trees were 
destroyed or severely damaged in the States of Parana 
and Sao Paulo. These trees would have produced 


nearly half a billion pounds of coffee. With the cold- 
blight, this mountain of coffee was lost. 


THE SECOND BIG FACT: This lost coffee cannot be 
replaced overnight. It takes five years for a new coffee 
tree to mature and bear in quantity. It takes two to 
three years for a frost-blighted tree to recover and 
produce again. 


After the war, coffee producers had anticipated an 
increase in the demand for coffee. Hundreds of mil- 
lions of new trees were planted, particularly in Brazil, 
during the late forties and early fifties—but many of 
these new trees, which were just about ready to yield, 
were killed or damaged by the July frost. 


THE THIRD BIG FACT: Americans understand the 
age-old law of supply and demand. When frost hits the 
citrus-growing areas of Florida or California, the 
price of oranges and grapefruit goes up. When hous- 
ing is short, rentals go up. When drought destroys the 
pasture lands of the dairy regions, the price of milk 
goes up. Today, largely because of a frost in Brazil, 
the price of coffee has risen. 


When supply catches up with demand, you may be 
sure the law will continue to work—this time for you. 
But even at the average retail price prevailing today 
the cost to you, the consumer, of home-brewed coffee 
is no more than 242 cents a cup. 


PAN-AMERICAN COFFEE BUREAU, 120 WALL STREET, NEW YORK 5,N.Y. ¢ BRAZIL +« COLOMBIA ¢ COSTA RICA 
CUBA ¢ DOMINICAN REPUBLIC « ECUADOR ¢ EL SALVADOR « GUATEMALA ¢ HONDURAS ¢ MEXICO « VENEZUELA 
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there are 
strings attached 


to every Continental 
coffee can order 


Our interest in our customers goes far beyond 


delivering a dependable supply of beautifully 





lithographed cans that are right for your 
packing methods. With every order we make 
available a host of worthwhile services. Our 
coffee-packaging specialists tailor these services 
to your individual needs. Why not let us see 


what we can do for you. It'll be a pleasure! 


CONTINENTAL G, CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain spectal- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


8—automatic ROASTER CONTROLS 

A bulletin on automatic controls for 
roasters has been issued by Jabez Burns 
& Sons, Inc. The bulletin explains how 
Burns has developed automatic controls for 
virtually every major phase of coffee pro- 
cessing, covering all roaster models and 
adapted to every roasting method. Jabez 
Burns & Sons, Inc, 11th Avenue at 43rd 
Street, New York 36, N. Y. 


9 sopern FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10—svrrrrive PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a_ single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O'Neill Co., 311 Portland Avenue, 
Minneapolis 15, Minn. 


] ]—corree MAKERS 

A 16-page catalog, profusely illustrated, 
describes a line of coffee urns. Included, 
however, is data on a hot tea urn with 
a 60-cup capacity, and cold beverage dis- 
pensers for iced coffee and iced tea. The 
catalog also has details on accessories, 
such as repourers and faucets. Cecilware- 
Commodore Products Corp., 206 Canal St. 
New York 13, N. Y. 


12—ruNe AND PACKAGING MACHINERY 

For Silex ground and for pulverized 
coffee, also for whole bean and steel cut 
coffee. Filling machines, carton filling and 
sealing machines, bag and envelope fillers 
and sealers, Celloph: ine and pliofilm § pack- 
aging machines. Special bulletins for each 
type of a Stokes and Smith Co.. 
- aaa , Frankford, Philadelphia 24, 
a. 


13—corree, TEA, TEA BALLS 
PACKAGING SERVICE 
Complete set of samples of stock tea, tea 
balls and coffee cartons sent on request. 
Label samples also available. Specialists in 
Tea and Coffee Packaging. Rossotti Litho- 
gtaphing Co., Inc., North Bergen, N. J. 


14—resraurant COFFEE SERVICE 

Illustrated, 46-page catalog gives com- 
plete specifications and prices on coffee 
makers of all types for use in hotels and 
restaurants. Parts and accessories also ful- 
ly covered. Sieling Urn Bag Co., 927 W. 
Huron St., Chicago 22, Ill. 
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coffee prices hit new highs as probes 
continue; national furor 


slackens 





In spite of two national investigations of coffee prices, 
market levels continued to climb through March and into 
February. 

Indications were that the probers were coming around to 
the view that there was nothing investigations could do 
to lower coftee prices. 

Public turmoil began to subside as the novelty of higher 
coffee prices wore off, and as industry sources poured facts 
about the increases into consumer, restaurant and grocer 
media. 

Spearheading coffee's public relations counter attack was 
Brazil's invitation to housewives, food writers and reporters 
to ‘come and see for yourself’’ the reasons for the rise. 

The nation’s press reported comments by these delegations 
that they were shocked at the frost damage to Brazil's coffee 
trees, and that it was very understandable that prices had 
gone up, and would go up further, 

As repercussions to coffee beycott talk in the United 
States rumbled through Brazil and other producing countries, 
President Eisenhower assured the Latin American countries 
that investigations of coffee prices were not directed against 
them. 

Brazil is just as much conce:ned over the coffee situation as 
anyone, the President said. He declared that he saw no 
possibilty that the investigation would have an effect on 
U.S. relations with Latin American countries. 

The President said that the Federal Trade Commission 
probe was continuing. He added that the purpose of the 
investigation was to see whether a roadblock has been thrown 
between the consumer here and the supplier—and not to 
look into the internal affairs of any other country. 

In the Senate, the Banking and Finance Committee's 
prcbers, a subcommittee headed by Senator J. Glenn Beall, 
looked for prices to go up still more. 

Senator J. Allen Frear told a reporter that prices would 
reach $1.23 a pound before the year is up. 

He reached this opinion after testimony by Horacio Cintra 





Roaster demand continues 
for “open letter” reprints 


Roasters are continuing to order copies of the “open 
letters” on coffee prices prepared by COFFEE & TEA IN- 
pustrigs, formerly The Spice Mill. 

At this writing, more than 95,000 copies of the first 
open letter. “The price of coffee’, have been distributed 
bj roasters to grocer and restaurant customers. 

Orders for the second open letter, "The price of restau- 
rant coffee’, now total 27,000. 

This letter is aimed at helping restaurant operators 
work out a positive coffee policy, based on facts. 

Copies of both “open letters” are still available, at cost. 





14 


COFFEE &. TEA 


Leite, president of the Pan-American Coffee Bureau and 
U. S. representative of the Brazilian Coffee Institute. 

Mr. Leite, in rep'y to questions, indicated that coffee 
drinkers throughout the world have experienced only about 
half of what they can expect in higher prices. 

Senator Prescott Bush declared the coffee facts seem to 
be that “there is increased demand here and in Europe and 
a decreased supply in Bzaz:!. The law of supply and demand 
has us in a box.” 

Three women, members of the General Federation of 
Women's Clubs, just back frem an inspection trip to Brazil, 
told the probers that frost and increased demand were the 
reasons for the rise, as well as a lack of scientific farming 
methods in Brazil. 

The women added that coffee prices would go up more 
before they come down. 

The House Agriculture Committee began consideration 
of a bill which would place the New York Coffee & Sugar 
Exchange under Commodity Exchange Authority regulation. 

A bill to this had previously been passed by the Senate. 

CEA head Joseph Mehl to!d the Congressmen that his 
support of the measure was “just passive’, not ‘enthusiastic’. 

“I hope that if the bill is passed people won't be expecting 
to get two cups of coffee for a nickle the very next day,” he 
declared. 

Gustavo Lobo, Jr., president of the Exchange, told the 
committee passage of the bill would “mean no less than 
conviction without evidence.” 

He pointed out that the Federal Trade Commission was 
making an investigation which was still underway, and that 
if Congress passed the bill it would look very much like a 
verdict of guilty without presentation of the facts. 

Mr. Lobo also recalled a meet’ng the previous weck of 
the Inter-American Econcmic and Social Council, which 
heard a Brazilian delegate descrite the bill as “quite un- 
friendly.” Mr. Lobo said appzeval of the bill by Congress 
would ‘‘do real harm to the cause of inter-American solidarity 
by adding to the resentment in the coffee producing countries, 
which will feel they have been unfairly dealt with.” 

The plan for CEA control wouldn’t work, Mr. Lobo de- 
cleared. He said the agency was intended to deal with do- 
mestic commodities, not imported ones. If it were deemed 
necessary to control import commodities, a new act covering 
them should be written, embracing such other products as 
rubber, tin, cocoa and pepper, Mr. Lobo suggested. 

Mr. Mehl pointed out that CEA would not be enpowered 
by the bill to regulate prices or carry out investigations. 
Through day-today supervision, it would be able to control 
any abuses in the market, he said. 

Federal Trade Commission investigators, who had begun 
their probe in New York, moved on to other cities. 

William B. Lott, director of FTC’s New Orleans office, 
said his check would cover not enly the port, but also the 

(Continued on page 32) 
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Brazil's “come see” invitations 
spearhead coffee facts drive in U. S. 


Meeting charges of coffee profiteering head on, Brazil 
placed its facts before United States consumers in a campaign 
spearheaded by its invitation to housewives, food commenta- 
tors and reporters to ‘come and see for yourself”. 

Delegations flew down to Brazil, visited the coffee pro- 
ducing areas, and reported to the American people that the 
shortage was real and that there was no justification for boy- 
cotts. 

Horacio Cintra Leite, U. S. representative of the Brazilian 
Coffee Institute, claimed that ag'tation in the United States 
nad declined sharply “as a result of Brazil’s swift action in 
making the full facts concerning the coffee crisis available 
to the American public.” 

“The coffee crisis, as a result of Brazil's factual approach, 
has been taken out of the political and emotional realm and 
placed where it belongs, on the level of calm study, with due 
consideration for the interests of Brazil and other coffee 
growing countries.’’ Mr. Leite declared. 

“Now”, he said, “misunderstanding has become under- 
standing, and the net result of the crisis may be a much more 
thorough knowledge in the United States of the grave prob- 
lems faced by the coffee growers, with a consequent improve- 
ment in consumer-producer relations.” 

He declared that “at no time did the Brazilian Coffee 
Institute in its rebuttal to the anti-coffee campaign resort to 
propaganda devices. We merely presented exact statistics 
and data to the American public and the press.” 

The Brazilian Coffee Institute representative asserted that 
“after a flurry of emotional calls for a boycott, the American 
public realized that the additional cost for the housewife who 
buys a pound of coffee is no more than a quarter of a cent 
per cup, which is a minor factor in the country where the 
average manufacturing wage is some $65.00 a week.” 

Mr. Leite praised the ‘‘fairmindedness of the American 
consumer and the calm approach to the coffee problem shown 
by the U. S. Department of State.” He said “these factors 
helped greatly in the Brazilian Coffee Institute's effective 
program of getting the truth before the public.” 

The Brazilian coffee spokesman said there was a possibility 
that a special inter-American consultation on coffee might 
be arranged “to thresh out any remaining problems deriving 
from the rise in coffee prices, but future events would prob- 
ably determine whether such a conference will now be neces- 
sary.” 

The initial “come see’ delegation, four representatives of 
the General Federation of Women’s Clubs, reported from 
Brazil that they were ‘‘amazed and distressed’ at the frost 
damage. They returned to tell Senate probers that the short- 
age was real. In press and TV interviews, they urged 
American housewives to continue buying coffee. 

The four women were: Mrs. Theodore Chapman, Jersey, 
Ill., chairman of the group; Mrs. Zaio W. Schroeder, Grosse 
Pt., Mich.; Mrs, Carl E. Swanbeck, Huron, Ohio, and Mrs. 
Gilbert F. Loebs, Waterville, Me. 


One of the reporters who accepted the invitation to ‘come 
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One of the newspaper 
advertisements run by 
the Pan - American 
Coffee Bureau in a 
number of major 
cities in the country. 


The aim was to re- 


RIGHT IN YOUR OWN HOME TODAY- ind aan: helen 
min consum 
your cup of coffee costs is no substitute for 


a good cup of coffee, 
and to point our that, 
even today, coffee 
costs a few pennies 
a cup in the home. 











and see,” Robert Sullivan, of the New York Daily News, 
said in the country’s top circulation newspaper that the reason 
for high prices is that “there isn’t enough coffee in Brazil 
to meet the demand.” 

In two articles, he examined the coffee situation in great 
detail, reporting on long-term as well as immediate factors 
in the coffee picture. 

Another of the visitors to Brazil, Clementine Paddleford, 
of the New York Herald Tribune, one of the country's 
known food writers, told about her firsthand observations in 
a series of articles. 

“There isn’t enough coffee,’ she informed her readers, 
and pointed out that the coffee shortage is far worse for 
Brazil than it is for us. 

“These boycotts which certain groups are agitating for 
in the States seem to this reporter quiie ridiculous,’ she 
commented. ‘What good can come of a boycott except 
misunderstanding?” 

Brazilian Ambassador Joao Carlos Muniz warned that 
“agitation in the United States for a coffee boycott is ex- 
tremely dangerous and completely contradictory to the prin- 
ciples of the Good Neighbor policy.” 

He urged that the coffee crisis “be dealt with in a manner 
worthy of our Pan-American tradition, by joining efforts of 
both producers and consumers to work out the best way to 
solve the problem.” 

“The ambassador emphasized that ‘I wish to make it very 
clear that it is far from my mind to imply any criticism of 
the attitude of the United States government on the question 
of coffee.”’ 

The economic importance of coffee to the United States 
as well as to Brazil was emphasized by Brazilian Ambassador 
J. B. Berenguer-Cesar, former consul-general in New York 
City. 

“Coffee, of course, is Brazil's key export item,” he said. 

(Continued on page 31) 
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crisis 


coffee men meet 





As the coffee turmoil in the nation reached a peak and 
began to ease off, members of the industry continued to pour 
facts into the troubled waters. 

Using initiative and statemanship, coffee men met the 
crisis with advertisements, leaflets, interviews, displays and 
statements 

Actions by individual members of the trade supplemented 
national industry efforts, as well as the “come and see for 
yourself” invitation extended to United States housewives and 
press representatives by Brazil. 

Orders for “What's Happened to Coffee?’’, the four-page 
folder issued, by the National Coffee Association, rose to 
200,000, including a mailing to food writers and home econ- 
omists. NCA hoped that with grocer counter distribution, 
millions of copies of the booklet would reach consumers. 

Roasters in the restaurant market hailed “The Price of 
Restaurant Coffee’, an open letter published as an editorial 
in the February issue@*of COFFEE & TEA INDUSTRIES, former- 
ly The Spice Mill. 

Copies of the open letter, addressed to restaurant opera- 
tors, were made available as reprints, Roasters throughout 
the country have ordered more than 26,000 copies, at this 
writing, for distribution to their customers. 

“The Price of Restaurant Coffee’ was the second in a 
series of statements on the current coffee situation prepared 
by CoFFEE & TEA INDUSTRIES. 

The first, an open letter to both restaurant operators and 
grocery executives, was called “The Price of Coffee’, and 
appeared as an editorial in the January issue. 

Roasters ordered more than 94,000 copies of this open 
letter for distribution to restaurant and grocer accounts. 

J. A. Folger & Co., Kansas City, Mo., sent copies of “The 
Price of Coffee’ to more than 200 newspapers in which the 
company carries regular advertising schedules. 

Several packers hit hard on the theme that even at present 
prices a cup of coffee is not expensive. 

“Coffee is cheap at about 21,¢ per cup, in your home”, 
was the headline on a highly effective bulletin prepared for 
distribution to its customers by the Donovan Coffee Co., 
Birmingham, Ala. * 

This leaflet put the main points in the current coffee situ- 
ation in direct, simple, easy-to-read form. 

Each point was captioned in a large type, with a few lines 
of explanation. These were some of the points: “52 Trees 
Just for You"; “A Crop in Five Years’; “Hand Picked— 
1,500 to the Pound’’; ‘Coffee in the Depression”; “More 
Coffee Drinkers’; “Coffee Countries Try to Catch Up”; 
"The Kiss of Death” (referring to the frosts). 

At the bottom of the leaflet was a summary of the steps 
coffee goes through from planting to roasting. The leaflet 
concludes, ‘The only question left is—how in the world can 
it be sold so cheap?” 

Albert Ehlers, Inc., of Brooklyn, N. Y., reprinted 25,000 
copies of the Donovan Coffee leaflet for distribution to its 
own customers. 

Jerome Neuman, of Jos. Martinson & Co., Inc., reportedly 
mailed the leaflet to every food editor in the country. 

The same theme was promoted by Hills Bros. Coffee, Inc., 
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with initiative 





The coffee clamor 
This, suggests Edm. Schluter & Co., Ltd., London, is the 


way Omar Khayyam might have commented on the coffee 
crisis, had he been a good Brazilian. 


“The Coffee Market writes and having writ 
Moves on. Nor have those Senators the Wit 
To lure it back to cancel half a Line 
Nor all their Tears to grow a Bag of it.” 





San Francisco, in 1,000 and 1,500 line ads in more than 
165 newspapers in Chicago, San Francisco, Minneapolis, 
Milwaukee, St. Paul and other large markets. 

Headlined "Two Cups for a Nickel”, the ad pointed out 
that coffee prepared at home costs only about two and a half 
cents a cup, which makes it among the least expensive of 
ali beverages. 

The ad included basic facts about the 
picture, including supply and demand factors. 

It was also made available as a four-page booklet, with 
the “Two Cups for a Nickel” title, and the subhead, “Facts 
you should know about the price of coffee today.” 

In the restaurant field, King Coffee, Inc., of Detroit, Mich., 
took a full page ad in the Michigan Restaurateur to back 
up its salesmen. 

“They have to be out on the firing-line every day, telling 
their customers the story on coffee prices,” explained Lewis 
W. King. “They bear the brunt of a difficult job, and de- 
serve all the support we can give them.” 

Headed ‘Let's Face Coffee Facts’, the ad explained the 
impact of the frosts on the coffee situation. 

“For Brazil, this was cne of the worst disasters of all 
time,” the copy said. “For us, it means facing the facts 
and deciding how we are going to meet these conditions in 
the restaurant business. The problem may be not only how 
much we have to pay for coffee, but of obtaining good coffee 
as well.” 

The ad handled the problem of cup price this way: 
“Suppose the worst should happen and coffee should go up 
45 cents per pound. At 45 cups of black coffee to a pound, 
this is an increase of exactly one cent per cup. Therefore, 
serious as the situation is, does it justify raising coffee prices 
five cents per cup? Does it warrant ‘watering down’ coffee 
or using so-called ‘extenders’? Some restaurateurs are going 
to do all of these things. They will pay for them later on. 
Most restaurateurs, we believe, will do their utmost to main- 
tain coffee quality at a fair price for their customers.”’ 

Coffee men also took to the rostrum to get coffee facts to 
the public. 

T. Carroll Wilson, of Hills Bros. Coffee, Inc., spoke at 
a Public Relations Roundtable luncheon in San Francisco. 

Richard Cardwell, of C. W. Antrim & Sons, Richmond, 
Va., presented the coffee industry view at a panel discussion 

(Continued on page 58) 
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press turmoil eases on 


restaurant 


coffee prices; grave problems remain 


Restaurant coffee prices began to disappear from the news 
as repercussions to anti-coffee declarations made themselves 
felt. 

Restaurant operators were reluctant to pick up where the 
hasty few had left off at the peak of the turmoil, with 
pronouncements of “war” against coffee. 

Behind the receding furor was a greater understanding 
of the reasons for the price rise, and of the actual impact 
of the rise in per cup costs- -plus experience by some 
restaurateurs with higher cup prices. 

Resentment was reported among restaurant operators 
against colleagues whose hasty and intemperate statements 
had focussed public reaction to coffee prices cn the restaurant 
field. 

Although restaurant coffee prices became less prominent 
in the newspapers, it remained a troublesome problem for 
both the coffee and the restaurant industries. Roaster sales- 
men reported progress in getting facts about the situation to 
1estaurant operators. But they indicated that the surface 
was barely being scratched. 

Observers said restaurant associations, except for a few 
regional groups, seemed to have adopted a hands-off attitude. 
This removed them as the positive, dynamic factor they 
could have been during the crisis, it was pointed out. 

Efforts to win restaurateurs to a better understanding of 
the facts came from the coffee industry nationally, and from 
individual packers. 

Roasters said they had found the two open letters prepared 
by CorFeE & TEA INpustRIEs, formerly The Spice Mill, 
helpful in swinging restaurateurs toward a more constructive 
approach. 

The first open letter, “The Price of Coffee’, was addressed 
to both restaurant operators and grocery executives. More 
than 95,000 were shipped to roasters throughout the country 
for distribution to customers. 

In this field, the second open letter is proving to be 
especially useful, roasters report. Called “The Price of 





Best way to ‘sour’ restaurant 


customer, send him elsewhere 


“It has been our observation that lowering the standard 
of coffee in a restaurant is one of the best ways to ‘sour’ 
the customer and to send him in search of a ‘better’ place 
to eat. 

“No item on your menu is more important than coffee. 
It can create goodwill for you, or it can give you a black 
eye. It can attract people to your dining room, or it can 
drive them away. It's up to you. Don't let the high price 
lure you into short cuts that will lose you business in the 
long run.” 

—Michigan Restaurateur, published 





by the Michigan Restaurant & Caterers Association 
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Restaurant Coffee,” it covers fully and simply the cost of 
the ingredients in a cup of the beverage. 

More than 25,000 copies, at this writing, have been 
ordered by roasters. 

Early last month the Woods Brothers Coffee Co. acted 
to dispel any confusion on coffee cup costs which might 
exist among its customers. 

The company issued a bulletin which presented the results 
obtained from tests conducted in its plant with a Blickman 
urn, using a cloth bag, and based en two and half gallons 
of water, and also on three gallons. 

Results were broken down for feur, five and six ounce 
cups, and for different cream mixtures. 

"Please note that the cost of the coffee used is less than 
the cost of the cream and sugar,” the bulletin pointed out. 
“We earnestly suggest that the greatest efforts be made to 
maintain high quality coffee in the cup. This, to our mind, 
is the most important factor to the restaurant operator and 
also the coffee roaster.” 

Walter F. Witt, executive secretary of the Virginia State 
Restaurant Association, said restaurant operators in his bail- 
iwick would hold to the ten-cent cup “for the time being”. 

He then added scme original figures on the cost of a 
restaurant cup of coffee. It amounted to 9.41 cents, before 
the present increase, he said. 

This is an astonishing figure, in the light of facts which 
have been made available on the subject, as in “The Price 
of Restaurant Coffee’, the CoFFEE & TEA INDUSTRIES open 
letter. 

Mr. Witt does not explain how he arrives at his 9.41 
cents. He comments, without clarifying this arithmetic 
either, that if prices go up another three cents, the cost would 
be 9.61 cents! 

Even the National Association of Hotel Accountants comes 
up with a different figure. This group reported in its Febru- 
ary bulletin that the total cost of materials in a cup of coffee 
is 3.847 cents. Labor costs and other fixed charges bring 
the average cost to 6.6 cents, the association declared. 

Here’s how these figures were reached: 

The coffee itself, estimating 50 cups per pound at 95 
cents, is 1.9 cents; two and a half gallons of heated water 
comes to 0.008 cents; sugar, at 19 cents per pound, adds 
0.156 cents; an ounce of cream at $2.50 a gallon (assuming 
20 per cent drink coffee black) adds another 1.6 cents; a 
5 per cent loss for shrinkage and waste, estimated at 0.183 
cents brings the total cost of materials in a cup of coffee 
to 3.847 cents. 

These costs are fairly common, the hotel accountants 
point out. But labor costs vary for making and serving the 
beverage, for washing dishes, utensils, etc. So, allowing 
an additional 2.753 cents for labor and other fixed charges 
makes the total production cost of an average hotel cup of 
coffee 6.6 cents. 

In at least cne instance, the squeeze on roasters became 

(Continued on page 31) 
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more output goal set by grower conferences 





By HORACIO CINTRA LEITE, President, Pan-American Coffee Bureau 
U. S. Representative, Brazilian Coffee Institute 


When the ‘coffee emergency” arose in the United States, 
the coffee trade was fortunately prepared for it, so far 
as it could be, as a result of three timely meetings held in 
Brazil. 

These were the meetings of Brazilian coffee growers 

under the auspices of the 
Brazilian Coffee Institute, 
the Fifth Pan-American Cof- 
fee Conference of the Pan- 
American Coffee Bureau, 
and the World Coffee Con- 
gress, all held in Curitiba, 
state of Parana, the area 
where the frost hit coffee 
hardest. 

The policy decisions of 
these meetings all tended 
toward the objective express- 
ed in the official resolution 
approved by the Fifth Pan-American Coffee Conference: 

“To enlighten the consumer concerning the fact that 
the high price of coffee is due to a transitory situation” 
and to urge coffee-growing countries ‘to use all possible 
means to increase production within the next few years 
in order to restore a proper balance with consumption.” 

During these meetings, Brazilian and foreign delegates 
heard the views of important spokesmen on coffee, such as 
Bento Munhoz da Rocha, governor of Parana; Lucas 
Nogueira Garcez, governor of Sao Paulo; Irineu Born- 
hausen, governor of: Santa Catarina; Joao Pacheco é 
Chaves, president of the Brazilian Coffee Institute; dip- 
lomats such as U.S. Ambasador James S. Kemper; Cana- 
dian Envoy Sidney Pierce; and other key personages. As 
president of the Pan-American Coffee Bureau, I also 
addressed the delegates. 

The conferences were held in a coffee environment. 
The State of Parana, which has some 300,000,000 coffee 
trees in production and will have many more when the 
effects of the frost are overcome, sponsored them as part 
of the official commemoration of the state’s first centen- 
ary. Parana is the newest state in the Brazilian federation 
with a population of nearly 2,500,000. 

Foreign delegates to the conference saw coffee at first 
hand. A group of 40 foreign delegates, many of them 
from the United States, made a special tour of coffce 
fazendas in the northern part of Parana, including a 
visit to two of the coffee plantations of Germias Lunar- 
delli, Brazil's “Coffee King.” There they saw for them- 
selves, on one farm, more than a million thriving trees 
in full production, and not far away, on another, some 
three million trees completely devastated by the frost of 
last July. They saw, too, the techniques the growers were 
using to bring the stricken trees back into production 
within some three years. 

These delegates also made a flight to the town of 
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Maringa, the latest coffee boomland of northern Parana, 
where they saw forests cleared to provide new land for 
huge coffee plantations. This tour stopped overnight in 
Londrina, Parana’s coffee-growing center, where sky- 
scrapers are rising, the airport is the third busiest in 
Brazil, business at the local branch of the Bank of Brazil 
is third highest in the country, and where 60,000 people 
make their homes—yet the city was founded only 15 years 
ago. 

The visitors also stopped overnight at Jacarezinho, third 
most important coffee center in the state. Coffee first 
came into Parana at this point some 40 years ago, and the 
delegates were able to see how modern techniques are 
used to keep old trees in good production and how small 
planes are used for crop dusting to kill off insects and 
blights. 

In Curitiba itself, site of the conferences, visitors saw 
11 pavillions given over entirely to coffee displays. One 
of the most outstanding was that of the Pan-American- 
Coffee Bureau, which was shipped from New York al- 
ready organized, and assembled at the Exposition by one 
of the Bureau's technicians, who accompanied the display 
to Brazil. These pavillions showed the history of coffee; 
the campaign for soil conservation and against erosion, 
insects and blights; the economics of coffee; farm machin- 
ery used; Brazilian coffee-growing states; other coffee- 
growing countries; and also the displays of American and 
other coffee importers and traders. 

One display, in the central pavillion, made a special hit. 
There coffee was served according to the various national 
styles, including the American, the French “‘filtre,”” Italian 
“expresso,” Turkish style, and Brazil's ‘‘cafezinho.” 

Occasional social activities enlivened the stay of the 
delegates in Brazil. Governor Munhoz da Rocha was host 
at a Country Club dinner and dance; the Curitibano Club 
entertained the delegates at a special barbecue; and 
Curitiba’s leading hostess gave a dinner in honor of the 
visiting diplomats at the Congress. 

Coffee research carried on in Campinas under the di- 
rection of Dr. C. A. Krug proved of interest to a small 
party, including Mr. and Mrs. William E. Waldschmidt, 
John McKiernan, Manuel Proto, Mr. Howard Chase, Miss 
Lucia Caldes; and my wife and myself. We saw coffee 
trees more than 65 years old which were still bearing, 
frost and pest-resistant hybrids, shade-grown and sun- 
grown trees, the genetic laboratories, and other research 
carried on by this fascinating experiment station. 

As for the conferences, where the hard work was done, 
the resolutions approved tell the story. Here are some 
of the most important ones. 


Fifth Pan-American Coffee Conference 


1. Recommended that coffee-growing countries make 
determined efforts to increase production in order to reach 
a balance between supply and demand. 

(Continued on page 54) 
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coffee prices—and the American consumer 








By JOHN F. McKIERNAN, Executive Vice President 


(These are highlights from the report by NCA’s executive 
v. p. to the First World Coffee Congress in Curitiba. It 
was, basically, a picture of the coffee situation in the United 
States, and of problems that confront the industry here. 
These problems, Mr. Kiernan emphasized, are dominated 
by price.) 

If there's one sound that 
we've been hearing more of- 
ten and much louder than any 
other, it’s the complaint that 
coffee prices are too high— 
higher than they have ever 
been before. During the 
past year, there has been a 
gradual reduction in the cost 
index of foodstuffs in general. 

Our association has explanied 

that increases in the price 

of roasted coffee in the United 

States have been a reflection 

of the increased costs of green coffee. We have extended 
our explanation by showing that green coffee prices fluctuate 
according to the inexorable law of supply and demand— 
and by publicizing widely the frost damage which curtailed 
current Brazilian crops. 

But no matter how we explain the situation, the fact re- 
mains that the American consumer has never before been 
exposed to such high coffee prices. 

The processor in the United States has been loathe to 
increase his sales price to keep pace with increasing costs. 
The end result is that his net return has dwindled to a point 
where it is said no other industry expends so much time, 
effort and financial investment for such a small return. 

Before we leave the subject if high prices, let me 
remind you of an historical episode connected with the early 
history of my country. The American colonists, we are 
told, were hearty tea-drinkers—until King George's taxes 
changed their taste for it. Their reaction was to dump a 
ship’s load of tea into the harbor in what our history books 
call, “The Boston Tea Party.” We certainly don’t anticipate 
any such violent reaction to coffee prices. But our lostening 
posts tell us that the murmuring against coffee is growing 
louder. 

It is up to all of us at the World Coffee Congress—pro- 
ducers as well as processors—to make certain that consumer 
boycotts against coffee are never justified. 

The interdependence of the North American coffee busi- 
nessman and the Latin American producer is certainly obvious 
to all. If both are to prosper, neither can ever break with 
the other. 

Any discussion of coffee prices must, of course, refer to 
their normal basic cause, namely, a dearth of supply or low 
production. Whether decreased crop volumes are attributable 
to the ravages of weather, inadequate agronomy, or an ur- 
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gent need for new planting, the effects are the same. Normal 
price levels cannot be maintained without any uptrend in 
crop volumes. 

On the matter of new plantings, your distinguished Dr. 
Joao Pacheco ¢ Chavez, president of the Brazilian Coffee 
Institute, has painted for us a glowing picture of new coffee 
empires in North Parana. He told us, during his most 
recent trip to our country, that more than 600,000,000 new 
trees have been planted in Parana alone. And he added that 
new coffee frontiers already have been established in Espirito 
Santo, in Goias, and in Mato Grosso. Thse reports were 
indeed encouraging to our domestic industry. 

On the subject of technical research and progress, we have 
much to encourage our hopes that a great upsurge in world 
coffee production is in the offing. All these reports indicate 
definite progress toward the climination of some of the tech- 
nical problems which have harassed the coffee producer. 

The need for continuing and expanding research is 
cbvious. Over 80 per cent of the worlds’ ceffee production 
comes from the Western Hemisphere. This hemisphere, 
then, has a great need and responsibility to protect the indus- 
try from the ravages of plant disease and pests and to strive 
to obtain greater production per tree. The scientists work- 
ing on these problems can and are doing much to stabilize 
our industry. It is to them that we lcok with hope for the 
future and it is to them that we should offer greater support 
and encouragement. 

Let me be quick to assure any of you who might be un- 
certain about whether or not the world actually needs more 
coffee. Statistics show that the requirements for European 
markets are steadily increasing. However, Europe is still 
about 2,500,000 bags short of its prewar consumption. The 
same trend is discernible in the markets of the free nations 
of Asia and Oceania. But nowhere is the forecast for a 
greatly expanded ecoffee demand more persistent than in the 
United States. 

The United States government has compiled many statistics 
on population trends and rate of coffee consumption. And 
here are some of the deductions which government analysts 
have made from those figures: 

1. The United States birth rate started soaring in the 
1940's, 

2. People in the U. S. are living longer. 

3. The consumption of coffee among U.S. adults has been 
In my opinion, the per capita consumption is 


increasing, 
However, accurate figures are not available. 


decreasing. 

4. The number of new coffee drinkers in the U.S. is due 
for a big jump upwards; and finally— 

5. The United States is going to need more coffee. 

These statistics indicate that the United States should be 
an increasngliy attractive market for coffee if it is priced with- 
in the economic reach of the average consumer. 

Reports, conjectures, estimates and predictions about coffee 

(Continued on page 56) 


21 








Mild Coffees of High Quality are Produced in: 


COSTA RICA ® CUBA e DOMINICAN REPUBLIC 
EL SALVADOR e GUATEMALA e HAITI 
HONDURAS e MEXICO © NICARAGUA 




















For uniform quality and satisfied customers — 


It will pay you to use these coffees in your blends 


FEDERACION CAFETALERA 
CENTRO- AMERICA - MEXICO - EL CARIBE 


Direccion Cablegrafica: FEDECAME SAN SALVADOR, EL SALVDOR, C. A. 





























PREPARE 
NOW for the 


iced coffee season 


Have your own label instant 
coffee available for your in- 
stitutional customers 


i dissolves instantly even 
in ice water 


m complete packaging service 
in laminated foil envelopes 


Holiday Brands, inc. 


South Street, Walpole, Mass. 


S. A. SCHONBRUNN & CO., INC, TELEPHONE WALPOLE 143 


77 Water Street, New York, N. Y. 





COFFEE & TEA INDUSTRIES and The 











Index of 
Coffee Consumer Sales 
thru Grocery Stores 
(1937 » 100) 


Index of 
Coffee Consumer Price 
per Pound 
(1937 » 100) 





100 








Increase 
Grocery Store Sales 
(Consumer dollars, millions) 





Coffee 


Ready-to-eat cereals 
Orange Juice (frozen 
concentrated) 


Canned corn. 
Canned peas 











marketing coffee through food stores 





By ARTHUR C. NIELSEN, President 


This report to the last National Coffee Association con- 
vention takes on new importance—as background material—- 
im estimating trends in the current situation. 


It is obvious that the coffee business moving through 
grocery stores is of sufficient importance to justify the most 
thorough types of research—in an effort to increase sales 
and reduce the cost of distribution, and thus increase cor- 
porate profits. 

One of the most striking developments in the grocery 
industry is the tremendous increase which has occurred in 
the number of dollars expended by consumers for coffee. 

Fully as important as the dollar increase is the fact that 
coffee consumption increased tremendously during the war 
and that the postwar period has shown a substantial addi- 
tional increase. 

We have made a study to ascertain whether the tremendous 
price increase indicated in the accompanying table can be 
attributed to unreasonable increases in the charges for roast- 
ing and distribution. 

The spread between the retail price and the green price, 
while it has increased in dollars, has not increased any more 
than an amount amply justified by the general inflation 
suffered throughout our economy. 

Coffee consumption, expressed in “equivalent pounds per 
capita,” has shown one of the most favorable growths in the 
entire food industry (except for certain ew products). 
Here are the figures, based on the estimated population 15 
years of age and over (first in equivalent pounds per capita, 
then in per capita index, with 1940 as 100): 1940—9.4, 


A. C. Nielsen Co. 


1943—8.6, 91; 1944—11.4, 121; 
137; 1953 (estimated) 


1942—-10.0, 106; 
124; 1950—12.9, 


100; 
1945—11.7, 
E5.3,:163. 

The relatively low consumption in 1943 was due, of 
course, to rationing. 

Note that these trends are based on so-called “equivalent” 
pounds and, therefore, that the trend in actwal pounds would 
be somewhat less favorable—due to the growth of instant 
coffee. 

You are rather unique in that you have enjoyed a steady 
and substantial sales increase in spite of unusually large 
increases in price. Having operated for sometime on this 
basis, you may be inclined to believe that these trends will 
continue through the future. 

It should be kept in mind, however, that the last five 
years have represented a period of unprecedented prosperity, 
and before concluding that price is not likely to block further 
sales increases, it would probably be useful to make a de- 
tailed study of the effect exerted, by coffee prices, on the 
sales of coffee in the prewar period. 

These price-sales relationships are too complex to illustrate 
here in detail, but they show very clearly that each change 
in the price of coffee (even including rather small changes) 
is ordinarily accompanied by a measurable change in the 
amount of coffee sold. As a matter of fact, we have seen 
very few food commodities which—under normal economic 
conditions—are as sensitive to price changes as coffee has 
been. 

(Continued on page 28) 





1953 
(12 mos. 
1946 1950 thru June) 


2,328 2,070 2,311 


19/0 


Imports, less 15% shrinkage... 1,746 
Non-grocery sales (Misc. stores, 
home delivery, institutions, 
manufacturing and decaffeinated 
-- plus or minus inventory 


Grocery purchases (all types 
except decaffeinated) ..... 


Grocery purchases (percent of 
total imports). ...... 








1950 


1946 
Consumer dollars (millions)... 5u7 
1,393 


1,074 


Equivalent pounds (millions)(a) . 1,415 
Index of consumer dollars 
(1940 = 100) 266 52h 


Index of equivalent pounds 

(1940 » 100) 150 153 
"Equivalent pounds" are computed on the 
assumption that one pound of regular 
coffee produces 35 cups, while 32 cups 
are derived froma 2 or 4 oz. jar of 
instant coffee. 


Note (a): 
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Pacific Coast pioneers again! 
Lady “invades” man’s world 
of coffee tasting, selling 


By ROYAL A. FREW, Wason Brothers Co. 


From time to time members of the coffee and tea industry 
are asked to report from the outer regions on conditions 
regarding the industry in their particular locale. When 
editors of trade magazines solicit this information they us- 
ually provide the prospective donor with a few pointed 
‘guide’ questions to answer. They (the questions) normally 
seek information as to new trade techniques, premiums being 
offered, increasing or declining public preference regards 
beverages, new plants, and unusual personalities. 

It's this latter category (unusual personalities) that we'd 
like to tell you about a bit. 

Out here in the great Pacific Northwest we in the coffee 
trade believe we have something new that no other region 
can boast. 

From the time that coffee became popular as a beverage, 
it has been considered strictly a man’s world in regard to 
the technical industry itself. As coffee is produced and of- 
fered to market, it has taken, we've always thought, the 
keen genius of the male mind and body to see that it gets 
to consumption at a profit. 

Our profession is almost exclusively made up of men 
who grade, select, cup, blend, roast and pack the ingredient 


Mrs. Elsa Peterson in 
action. "We're a lit- 
tle confused as yet, 
but the boys are get- 
ting used to it and 
really seem to like it," 
says Mr. Frew. 


which makes up one of the world’s most popular beverages. 
Therefore, these men comprise one of the world’s most im- 
portant industries. 

Now, lo and behold, a woman—and a most attractive one 
at that—has, shall we say, “invaded” our man’s world out 
here on the Pacific slope, where big trees, massive scenery, 
and beautiful women comprise our main stock in trade. 

We're not fooling! We have a female coffee taster and 
peddler calling on the trade with an ever-increasing and 
pleasing regularity. Actually, we're a little confused as yet, 
but the boys are getting used to it and really seem to like it. 

We're talking about Mrs. Elsa Peterson, secretary and right 
hand to Carl Lincoln, manager of Otis McAllister’s Seattle, 
Washington, office. 
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INDUSTRIES and The Flavor 





For about a year, Mr. Lincoln has been teaching Mrs. 


Peterson the so-called art of grading, roasting and selling of | 


coffees to the roasting trade in this region. 
While Carl carries the big load, Elsa manages the office 


in the boss’ absence, presents delivery samples to buyers and | 
makes sales wherever and whenever she can, She is reported | 


to be increasing her volume of sales rapidly. 

As in most coffee offices, cither green or roast, coffees of 
all types, grades and roasts are on the table for testing every 
morning. This same procedure takes place at Otis Mc- 
Allister’s Seattle office, with Elsa doing much of the work. 

As a matter of fact, it is said that Elsa does as good a job 
roasting up delivery and offering samples as does the boss, 
who incidentally has been in the business actively for 22 
years. 


There is no conclusion to this little feature except to point | 


out to all the boys in the industry that it’s indeed refreshing 
and very educational to anticipate being called upon by a 
gal coffee peddler. 


We know you're all wondering about one more point: | 


Elsa does her cupping “side saddle’ to the spittoon. 
We're wondering what reaction the old timers would have 
to this female invader. 


dishes in life were coffee, black as coal, hot as sin; strong 


corn whiskey; and a big hunk of ripe cheese to top it off. | 


Wow! 


ICC hears truckers on plea to carry 
green coffee at cheaper “exempt” rate 


The Interstate Commerce Commission is holding a hearing | 


to determine whether green coffee can be carried as a non- 
manufactured agricultural product by motor carriers. 

If the ICC decides green coffee fits this category, the 
commodity can be carried by so-called ‘exempt’ truckers. 

Rates charged on green coffee by these lines are sai 
to run 20 to 50 per cent under rates asked by certified ICC 
carriers. 

The petition for a ruling was brought by Patrick Izzi, 
of the Consolidated Truck Service, Inc. 

The ruling hinges on ICC interpretation of Section 203 
(b) (6) of the Interstate Commerce Act, which exempts 


from regulation the truck transportation of “‘argicultural com- | 


modities (not including manufactured products thereof) .” 
The petitioner points out that the preparation of the 
coffee bean at the plantaticn is not a “manufacturing” process, 


and that the term “manufacturing” is not applicable until the | 


green coffee goes into the roasting process. 


NCA expands public relations staff 

The National Coffee Association has expanded its staff 
with the appointment of Margaret McDougall as assistant 
to the public relations director, Joseph Drury. 


Miss McDougall was formerly associated with the Equi- | 


table Life Assurance Seciety in New York, as assistant to the 
publicity and promotion director. 


It’s now Consolidated Foods Corp. 


Stockholders at a special meeting have approved the change | 
of name of Consolidated Grocers Corp. to Consolidated Foods | 
Corp., according to an announcement by S. M. Kennedy, | 


president. 
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We're thinking primarily of a few | 
of the hard-bitten old boys of the early '20’s whose main | 
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STANDARD BRANDS sets 
the STANDARD of QUALITY! 


“PRESSURE PACKED” 


— ‘Dome Top” 
Coffee 


STANDARD BRANDS iwcoreorareo 
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Your Most Practical Approach to 


SOLUBLE COFFEE 


production is thru your 
BOWEN REPRESENTATIVE 


@ Many of the leading brands of high 
quality soluble coffee are produced on 
Bowen Spray Dryers. You too may se- 
lect equipment to meet the fhysicc! 
requirements you desire for your 
product—bulk density, particle size, 
ready solubility and integrity of flavor. 


Spray Dryers for soluble coffee pro- 
duction operate automatically to 
produce 2 to 12 tons of powder daily. 

Bowen engineered Spray Dryers meet cost 
production limitations of the smaller com- 
pany as well as the larger producer. 

Bowen design principles can often be ap- 
plied to existing coffee spray dryers to im- 
prove the quality of the product. 

The knowledge based on broad production 
experience can be applied to your problem. 
A conference does not obligate you in any way. 


WRITE FOR INTERESTING BOOKLET — 
“The Bowen Story of Spray Drying” 


BOWEN SPRAY DRYERS 
Always Offer You More! 


BOWEN ENGINEERING, INC. 
NORTH BRANCH 5, NEW JERSEY 


Recognized Leader in Spray Dryer Engineering Since 1926 
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coffee news from producing areas 


Brazil’s coffee exports 
off slightly in 1953 


Exports of cotfee from Brazil declined somewhat in 1953 
from the level of the year before, it is reported by Octavio 
Viega, Santos representative of COFFEE & TEA INDUSTRIES. 

In 1953 the total was 15,558,446 bags, as against 15,823,- 
006 in 1952, : 

Exports from Santos were 7,522,124 bags in 1953, as 
against 8,330,278 the year before 

Rio de Janeiro shipped 3,305,334 bags in 1953, 3,421,- 
280 in 1952; Paranagua, 3,647,347 and 3,147,919; Victoria, 
953,319 and 648,585; Angra dos Reis 79,060 and 229,546; 
Recife, 16,731 and 28,143. 


Parana crop put at 2,967,000 bags 

Estimates of the coffee output in Parana were cut 
sharply as a result of the frost, reports Octavio Veiga, 
Santos, correspondent of COFFEE & TEA INDUSTRIES. 

The 1952-53 crop was 5,048,000 bags, according to the 
Brazilian Coffee Institute. The estimate for 1953-54, 
before the frost, was 3,767,000 bags. After the frost, 
the estimate was reduced to 2,967,000 bags. 


Mexico’s 1953-54 output put at 1,205,400 bags 

Mexico’s 1953-54 coffee production is announced at 1,- 
205,400 bags by the Union Nacional Agricola de Cafetaleros, 
it is reported by Douglas Grahame, Mexico City correspon- 
dent of COFFEE & TEA INDUSTRIES. 

Of this output, 955,400 bags will be exported and the 
rest sold in Mexico. 

The production is 18 per cent below that of the 1952-53 
season. Lateness of rains in some regions, provoking 
drought, particularly in Vera Cruz state, was cited as the 
principal reason for less coffee this season. 

High coffee prices are counted upon for an extra 120,- 
000,000 pesos (13,950,000) for Mexico coffeemen this year 
by the National Coffee Commission of Mexico. 

Forecast is a 1954 coffee export of more than 70,000,000 
kilos, which will be over 6,000,000 kilos more than were 
shipped abroad in 1953. 

Home consumption of coffee, the Commission expects, will 
increase to more than 3,000,000 kilos this year. 


Develop Ethopia as source of coffee 

The monthly agricultural and economics bulletin of 
the Food and Agriculture Organization suggests that 
Africa, especially Ethiopia, may become a more important 
source of coffee for the world in the future. 

The bulletin says the harvesting of coffee is now under- 
way in Africa. The Ethiopian government, in coopera- 
tion with the United Nations agency, has concentrated 
on increasing coffee production for the last 18 months. 

United Nations technicians familiar with postwar 
Ethiopia have reported that the prime influence behind 
coffee projects is the Emperor himself. 

Transport remains the major obstacle, but much also 
must be done to educate the native plantation owners 
and the processors 
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See Brazil exports averaging less than 
1,000,000 bags a month through June 


Brazil’s coffee exports from February 
through June, 1954, are expected to 
average not above 1,000,000 bags per 
month, according to a U.S. Foreign 
Service report. 

Stocks available in ports on February 
Ist were 2,800,000 bags. Total coffee 
registered from the 1953 crop, but not 
yet liberated at the beginning of Feb- 
ruary, was approximately 3,000,000 bags. 

Estimates of supply again are being re- 
vised downward from the already tight 
situation reported in previous months. It 
appears necessary now to reduce the esti- 
mate of carryover last July 1st to 3,000,- 
000 bags, instead of 3,200,000. If only 
14,500,000 bags are registered for dis- 
patch this season, of which 900,060 dis- 
appear in Brazilian coastal trade and port 
consumption, the exportable supply for 
July, 1953-June, 1954, would be 16,000,000 
bags. 

Of this quantity, 10,100,C00 bags were 
shipped through January 21st, and about 
5,000,000 may go out from February 
through June. The = carry-over next 
July 1st is likely to be down, therefore, 
to 1,500,000 bags. 

Assuming dispatches from the new 
crop to be 14,000,000 bags, of which 13,- 
200,000 are for export, the July, 1954- 
July, 1955, exportable supply would be 
14,700,000 million bags. 

It appears likely that shipments in 
1954-55 cannot be more than 14,000,000 
bags, and that even so the carryover by 
mid-1955 will be very small indeed. 

European buyers are showing less con- 
cern than the U.S. trade over present 
high prices, bidding well above the New 
York price on lots which they desire. 
Traders explain that consumers in Europe 
are accustomed to paying high prices for 
coffee. In Germany a part of the recent 
price is offset by lower taxes. Higher 
bids also can be made in over-valued 
clearing dollars than in free dollars, 

The only point of possible weakness 
foreseen is U.S. consumer reaction to 
present prices. A sharp drop in con- 
sumption could soften dollar prices. Few 
traders, however, believe that this will 
happen. Also, they feel that cruzeiro 
prices in any case would be supported 
at high levels through eventual upward 
revision of the exchange rate. 

According to the Brazilian Coffee in- 
stitute, 13,400,000 bags of coffee from the 
1953 harvest had been registered up to 
January 31st, 1954, for dispatch to ports, 
an increase of 700,000 bags over De- 
cember 31st. 

The immediate question in coffee supply 
is the amount still remaining to be 
registered. The Institute forecasts total 
registrations at 14,151,000 bags, which 
would mean a registration of only 750,- 
000 bags from February through June 
this year. 

In most years, even those of short 
crops, there have been at least 1,000,000 
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bags registercd in the closing five months 
of the marketing vear. On this basis, a 
total of 14,500,000 bags appears likely, an 
estimate supported at present by several 
reliable trade sources. 

The Institute’s forecast of 14,200,000 
bags for export registrations works out 
to a total crop of approximately 17,300,- 
000 (assuming 4,000,000 bags domestic 
consumption, of which 900,CCO com_s 
from the registered supply). 

The forecast of coffee available for dis- 
patch from the coming harvest continues 
to be a maximum of 14,000,000 bags, un- 
changed from last month’s report. 

The official forecast of the Brazilian 
Coffee Institute is 13,700,000 bags, com- 
ising 6,800,000 Sao Paulo, 3,200,000 


For Continuous, Trouble-Free 
Coffee Brewing At All Times 


No more service head- 
aches, expensive break- 
downs, costly repair bills 
for your coffee-brewing 
equipment. Forget about 
‘“‘loaners’’ while your 
equipment is being re- 
paired. With Vaculator 
Electric Ranges and the 
amazing new “SNAP-IN” Heating 
Element, you can put in a new 
element yourself—quicker and 
easier than you can change a light 
bulb! Just lift out the old element 
and “snap-in” the new. That’s all 
you do! And only Vaculator Elec- 
tric Ranges give you this time- 
saving, money-saving convenience! 


electric ranges 


America’s Most Trouble-Free Ranges 


No other ranges at any price, can offer 
you the “SNAP-IN” Heating Element! 
And for extra economy, use Vaculator 
glass bowls. Uniform thickness and 
weight; tear-drop shape; easier-to- 
clean, fill, pour . . . actually reduce 
glass breakage up to 50%! Cut your 
coffee-brewing costs and cares... 
with Vaculator! 
See Your Dealer or Write For Full Facts 





311 N. Desplaines St. ¢ Chicago 6, lil. 


Minas Gerais, 1,500,000 Parana, 1,500,- 
0coO Espirito Santo, and 700,000 other 
states. Some trade sources go as high 
as 13,9C0,000. No predictions are being 
made above 14,€00,000. 

Crop conditions are reported as good, 
except in Parana, where trees in the ex- 
tensive frost-damaged area are showing 
even less vigor than expected. Rainfall 
has been frequent and in most areas ade- 
quate. 

Other than the reduction in Parana 
due to frost last July, principal factors 
influencing the size of the 1954 crop are 
the age of trees; degrce of fertilization 
and insect control; extent of interplanting 
other crops; and position of trecs in the 
two-year production cycle. 


Used and Approved by 
These and Many More 
Cost Conscious Chains! 


S.H. KRESS NEDICKS 
RUDLEY’S WHELAN’S 
UNION NEWS FORD HOPKINS 
HOOK DRUG DOW DRUG 


Stainless steel 
throughout, in- 
cluding wonder- 
ful new Dutch 
weave mesh. 
Filters faster, 
rinses clean, fits 
all upper bowls, 
won't break. 




















Gotta Crystal Ball? 


Coffee at a dollar a pound—and 
more—is an all too familiar price 
tag but it requires no crystal ball 
to appreciate the excellence of our 
new B 28 cereal. We’re on no limb 
when we say it is far superior to 
some coffees that cost four—even 
five times—as much. Write for 


a sample and judge for yourself. 


E. B. MULLER & CO. 
Branches 

53 Wooster St. New York City 

333 Girod St. New Orleans, La. 


PORT HURON, MICHIGAN 
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Marketing coffee through food stores 


(Continued from page 23) 





This sensitivity decreased toward the end of 1940 and 
substantially disappeared after 1941 — due to rationing, 
shortages, hoarding and inflated war incomes of consumers. 

However, we suspect that if, as, and when the general 
economy turns downward, price will again become a major 
factor in determining your sales volume. And this seems 
especially likely to be true in view of the growing importance 
of instant coffee. As you know, every cup of coffee shifted 


| from regular to instant results in a substantial reduction in 


the consumption of green coffee. 

It may well be that, if the economy turns downward, and 
regular coffee prices are not reduced correspondingly, there 
will be a substantial acceleration in the already rapid trend 
toward the use of instant coffee. Such a trend would, of 
course, give the consumer the equivalent of a price reduction, 


because the consumer is interested primarily in the cost 


| per cup. 


It seems to me that one of the steps your industry might 


| take in an effort to increase the real effectiveness of your 
| promotional dollars would be to try, in some way, to reduce 
| your expenditures for certain types of consumer and trade 


promotion which, in the last analysis, usually amount to 
price reductions—and put more of your money into effective 


| forms of consumer advertising. 


We can show you a tremendous number of case histories 
which suggest strongly: 

A. That while these consumer and trade promotions al- 
ways create a temporary increase in your sales as measured 
at the factory, the sales at the point of retail sale are much 


| less dramatic. 


B. That, as a rule, the consumer sales gains are temporary. 
C. That, as a rule, these promotions seldom can stop a 


| long-term decline in the sales of a brand, although they 


can retard it a bit. 
D. That these promotions, while often necessary as meas- 


_ures of defense against an aggressive competitor, usually 
| leave the competing brands in about the same relative sales 
| positions they originally enjoyed—except that all of them 
_ seem to be somewhat poorer, financially, as a result of the 
_ heavy expenditures for promotions of types which amount 


primarily to price cutting. 

Now it might appear that we could develop, based on 
our study of thousands of these cases, some air-tight formula 
or magic table which you could use in deciding what types 
of operations pay and what types do not pay. I only wish 


| it were that simple! 


Actually, it is impossible to classify marketing operations 


| into two simple groups such as ‘‘profitable’” and ‘‘unprofit- 
| able’’—because a market’ng operation of any specific type 
| can produce results all the way from a catastrophic loss 
| to a substantial profit, depending on the skill and judgment 
used in selecting the particular method that will produce 
| the most profitable results for the particular product and 
| under the specific competitive and economic conditions exist- 


ing at the time. 

I had the privilege recently of seeing a magnificent colored 
motion picture portraying the results of a comprehensive 
study made by the Brookings Institution on the subject of 
competition. 

The Brookings study concludes that the price of progress, 

(Continued on page 58) 
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Rising coffee prices 
step up shift to solubles, 
Nestle president says 


Consumers seeking to economize in the face of rising 
coffee prices are drinking more and more instant coffee, 
it is claimed by one executive of a soluble coffee manu- 
facturing company. 

In response to the consumer shift toward the more 
easily prepared types of coffee, stores are placing sub- 
stantially heavier orders with instant coffee firms, accord- 
ing to H. J. Wolflisberg, president of The Nestle Co., 
Inc. 

For example, a few days ago one of the larger retail 
distributors in the metropolitan area, which usually orders 
200 cases of Nescafe weekly, increased its regular order 
to 300 cases and requested an additional 225 cases,” he 
said. “They are also asking for faster delivery so as to 
be stocked to meet their customers’ growing purchases 
of instant coffee.” 

The trend toward instant coffee, now accelerating so 
rapidly, has been growing steadily since 1946, he pointed 
out. In 1946, instant coffee accounted for 5.8 per cent 
of all coffee consumed in American homes, and by 1951 
this figure had climbed to 13 per cent, he claimed. 

Since then instant coffee sales have shot up rapidly to 
their current level of almost 25 per cent of all coffee 
sales, he said, and added that the instant coffee industry's 
sales volume last year was about $200,000,000. 

Several factors have contributed to the growing use of 
instant coffee, he declared. Primary among these has 
been the steady technological improvements in the man- 
ufacturing process since the war. These improvements 
in taste and flavor have convinced more and more people 
to use instant coffee as their regular coffee, he claimed. 

Another factor favoring the growing use of instant 
coffee, Mr. Wolflisberg pointed out, has been its steadily 
increasing price economy in relation to ground coffee 
costs to the consumer. 

For example, in 1949, pound for pound, as measured 
in cup yield, instant coffee cost the consumer about 10 
cents less than ordinary coffee, he said. By November, 
1953, the price differential in favor of instant coffee had 
grown to about 30 cents per pound, he declared. 

Today, Mr. Wolflisberg said, a two-ounce jar of in- 
stant coffee represents about four-fifths of a pound of 
ground coffee and makes an average of 32 cups. Ac- 
cording to present chain store prices, a two-ounce jar 
sells for 57 cents, which works out to .018 cents per 
cup, he continued. 

Nationally advertised brands of vacuum-packed ground 
coffee, he noted, sell for $1.02 per pound or .025 per cup, 
based on the Pan-American Coffee Bureau's estimate of 
a 40 to 42-cup yield per pound of ground coffee. 

These figures, he declared, shed some light on why 
the hard-pressed consumers are turning more and more 
to instant coffees. 

Instant coffees, such as the two brands made by Nestles, 
are pure coffee brewed scientificaly on a mass production 
basis in a plant rather than by the housewife in the 
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kitchen, he said. The efficiency of coffee making in 
modern plants is far greater, he claimed, enabling the 
manufacturer to give the consumer more cups of coffee 
for her dollar than she gets for an equal expenditure 
for ground coffee. 


Soluble makers pound price theme, 
proclaim savings over regular coffee 

Moving quickly—and with characteristic vigor—to make 
hay in the sunshine of higher coffee prices, soluble coffee 
manufacturers pounded hard at the ‘savings’ theme. 

Instant Chase & Sandborn urged consumers to “beat the 
high cost of ground coffee! Save up to 80 cents over 
2 Ibs. of ground coffee with Special Label Instant Chase 
& Sandborn.” 

The double-sized jar, ads explained, save up to 60 cents 
over two pounds of ground coffee. The special label was 
a 20-cent-off deal—making a total savings of 80 cents! 

Nescafe jumped into the fray early, and with both feet. 

In large-space ads, Nestle asked soberly why pure coffee 
costs 25 per cent less as Nescafe Instant than as ground coffee. 

Nestle’s answer was simple: “A pound of coffee makes 
more cups of coffee when we brew it at the Nescafe plant . . . 
than when you brew it at home.” 

Nescafe then repeated its astonishing claim: ‘Nescafe is 
so delicious, we guarantee you'll get better flavor than with 
ground coffee cup after cup!” 

Borden's Instant Coffee offered more of everything—flavor 
as well as economy. 

“Why pay $1.00 a pound for coffee?” Borden's asked 
when the price turmoil was at its peak. “Borden's Coffee, 
rich as the best ground coffee, save you 25 cents or more!” 

Borden’s Instant, the ad claimed, was so different from 
all other solubles “every spoonful gives you up to 33 per 
cent more flavor.” 


Customers given price choice 

A sign in a cafe, Merkel, Texas, says: ‘Coffee is 5 cents 
or 10 cents per cup. Pay whichever you feel is right on the 
present cost of coffee per pound. Thanks. Myrtle.” 


Not even the season's worst storm and 22 miles of Pacific Ocean 
thwarted J. A. Folger & Co.'s decision to include Catalina Island 
on schedule in their six-year-old semi-annual radio promotion, the 
Doorbell Ringing Quiz. Here Ray Parks (right), Folger's Los Angeles 
district supervisor, awards a Westinghouse roaster to Mrs. Harvey 
Cowell, Avalon. Looking on are Don Callen (left), Avalon resident 
manager, and Carl Bailey, KBIG disc jockey, whose newscasts are 
used in the Folger promotion. 


29 











BYRNE, DELAY & CO. 


104 FRONT ST., NEW YORK 5,N. Y. | 


Cottee 


Agents for Reliable Shippers 
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| Drip Olator URNS 


BETTER COFFEE MAKERS 


% Restaurants 

* Cafes 

% Lunch Counters 

*% Churches 

*% Clubs 

% Private Homes, or wherever 
large quantities of delicious 
uniformly brewed coffee is 
desired 


Easy to clean — Easy to use — 


Requires 


no bags, cloths or 


filter papers. Makes the same 
full-bodied brew everytime. 


DU-48 URN 


48-cup capacity — original, 


switch, 


ALUMINUM COMPANY 


30 


18-cup 
brother to the 48-cup urn 


genuine drip process. Tomlinson 
No-Drip Faucet. 


Three way 


110-120 AC and DC 


current 


GE-18 URN 


capacity. The little 
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| Set prices to grocers 


based on replacement, 


-roasters are urged 


By IRVING MANNING, Manager 
Manufacturing Division 
Smart & Final Iris Co. 


For a number of years the practice of the United States 
coffee roasting industry has been to work on an extremely 
low margin and to raise prices only after completely using 
stocks bought on a lower market, thus eliminating the 
possibility of speculative profits. Declines in green coffee 
are taken immediately. Logically, therefore, roasters should 
have the benefit of market appreciation to offset losses on 
declines. 

As a general rule grocers follow a similar policy to that 
of roasters, but they have the advantage of price protection 
against declines for a limited period. 

It is assumed that supply of, and demand for, a com- 
modity determines price. Relationship is distorted by arti- 
ficial restrictions on marketing, such as minimum prices, 
Government support and loans, limitation of stocks at 
marketing points. 

Relationship is also distorted by too large or too small 
profit margins and by loss leader selling. 

Surveys indicate that coffee accounts for approximately 
four per cent of the retail food business. It would seem that 


| sO important a segment should be profitable, but all too 


often it has not been. 

A large percentage of coffee has been sold by retailers 
at a loss. Another quite large percentage at no profit, or 
inadequate profit. To the extent that a commodity is 
marketed at other than adequate profit margin, the primary 
producer is given a tremendous advantage in price. 

Overlooking, for the moment, large advances in green 
(raw) coffee since December 1st, 1953, retail prices on 
vacuum-packed coffee of 79 cents (many even lower) in the 
past several years should have been based on green coffee 
at approximately 43 cents per pound. Actually, green 
coffee has been close to 55 cents over this period. 

Producers of green coffee have had the benefit, through 
profitless coffee retailing, of a market 12 cents or more per 


| pound be/ow prices actually received by them. 


| have been 93 to 95 cents. 


Retail prices for most of the past several years should 
No one can know whether coffee 


| consumption in the United States would have been so high 
_in the absence of profitless selling. Today would be the 
| finest possible time to determine that. 


Coffee growers tell us there is a shortage of green coffee. 
The following of an unrealistic pricing policy by coffee 
roasters and food retailers places heavier pressure on avail- 
able coffee supplies and forces prices even higher. The 


| coffee industry should, immediately, price to grocers based on 


| replacement. 
| cient to cover costs and leave a fair profit. 
| could result in lower prices in the long run. 


Grocers should take a margin on coffee suth- 
This policy 
In any event, 
it would result in selling whatever coffee is available at a 
profit. 
This is the only way to discover what a consumer will pay 
for a cup of coffee. 


and The Flavor Field 


INDUSTRIES 





Restaurant coffee prices 
(Continued from page 17) 





crystal clear, even to laymen, The Associated Press reported | 
that the Indianapolis General Hospital buys its coffee for! 


82 cents a pound and its supplier is moaning. 

The hospital contracted in December with the Irvin 
Green Coffee Co. for its entire 1954 supply—about 10,000 
pounds—at that price. : 

It “regretfully” turned down Green's request for an ad- 
justment to 98 cents. 

By February, restaurants which had held to the five cent 
cup in certain sections of the country were beginning to 
give way to a ten-cent price. 

This was reported, for example, in towns in Oklahoma 
and Louisiana. 

In Atlanta, Ga., on the other hand, prices were seven to 
ten cents a cup, which they had been for years. The Atlanta 
Journal discovered none “charging the fantastic 15 cents a 
cup reported common in Chicago and New York.” 

Under the impact of experience and information, earlier 
attitudes among restaurateurs shifted to a calmer, more posi- 
tive basis. 


In Santa Rosa, Calif., a restaurateur selling coffee at five | 


cents a cup said the goodwill he creates is worth the lack 


of profit. “Comparable advertising,” he commented, ‘would | 


cost considerably more.” 

In Shreveport, La., Charles Tombrello, manager of the 
H. L. Green Co., said he was still making money at five 
cents a cup. His 64 cups per pound are lamentably far from 
the standards recommended by the Coffee Brewing Institute. 
But his figures are interesting. 

He sells the coffee, about five ounces per cup, at a nickel. 
Thas gives him a gross of $3.20 per pound. He buys coffee 
at about 9514, cents per pound, estimates the cream at about 
one cent per cup, his sugar at a fraction of a cent per cup. 

He says it costs $1.69 to serve the 64 cups. That's a profit 
of about 47 per cent. 

“Nickel coffee is the biggest leader in the fountain busi- 
ness,’ he comments, ‘We sell an average of 10,000 cups 
per week. The prices will have to go a whale of a lot 
higher before we boost them here.” 

Cecil Harper, manager of the lunch stand at the Spot 
Club in Shreveport, gets 60 cups per pound, sells at a nickel 
a cup and isn't losing any money because ‘‘a cup of coffee 
invariably leads to doughnuts, a piece of pie, or cake.” 


Brazil's "come see" invitations 
(Continued from page 15) 





“It is the product that enables Brazilians to make United 
States purchases. 

“Obviously, any boycott of coffee would strike a blow at 
America itself, by crippling one of the principal market 
places for American goods. 

“To Latin Americans talk of boycott suggests the use of 
a weapon, against a friendly people, ordinarily used only 
against an enemy in war or in cold war. It is being applied 
to coffee, which has long been a symbol of friendship among 
American countries. 

“Brazil, cn the other hand, has never attempted to invoke 
any boycotts of United States products, despite the fact that 


the price of many American industrial products sold in| 


Brazil has increased greatly in recent years.” 


Ambassador Berenguer-Cesar explained what Brazil was | 


MARCH, 1954 











HY-GLAZE BROWN KRAFT 


COFFEE BAGS 
Wade pict) Fried pice! 


@HY-GLAZE BROWN KRAFT 
COFFEE BAGS 


« Lom-Linar (OFFEE bacs 
© WHITE SUPER KRAFT 
COFFEE BAGS 


o Shewmafek WEAT SEAL 


COFFEE BAGS 
© STOCK DESIGN COFFEE BAGS 


© COFFEE SHIPPING CON- 
TAINERS (SINGLE & DUPLEX) 


A superior, fine quality Kraft that's a 
recognized leader in the Hotel and Res- 
taurant Trade. We have been specializ- 
ing in this field for many years and carry 
the largest stock of plain bags for im- 
mediate delivery. Special high-speed 
presses offer you economy and quality in 
Restaurant Coffee Bags. May we send 
you samples? 


COFFEE BAG CO.m 


220 KOSCIUSKO SI. - BROOKLYN 16, N.Y. NEvins 8-8100 








The green market would 
give even an aspirin a headache! 
Marketing roasted coffee how- 
ever has one saving feature — 
You still can bring one cost down 
— the cost of packaging IF you 
sponsor store grinding with 
GRINDMASTERS. 


MEMBER OF 


AMERICAN 
0} U] 18 > Gi oiok 
LOUISVILLE 2, KY. 


Manufacturers of 


THE WAY TO 
GRIND COFFEE — 
THE WAY TO 


Ky 7 9 ete) dae 
The 
GRINDMASTER 








Metal Art 
Masterpieces 


by BARET WARE 


The finest examples of metal craftsmanship imported 
from England. Exquisite design of multi-colors in 
waste paper baskets, trays, plates and canisters. 


PERFECT for TIE-INS 
and 
PREMIUMS 


Write for full details 


imbibe company. 


150-1 Spring Street © New York 12, N. Y. 


Sole Importers & Distributors in U.S.A. @ Canada 





~Meove Angel 
COFFEE FILTER PAPERS 


We maintain stocks in New York 
to fit all sizes of urns at very at- 
tractive prices. 


H. REEVE ANGEL & CO., INC. 
52 Duane St. New York 7, N. Y. 














R. C. WILHELM & €0., Inc. 


129 FRONT ST., NEW YORK 5, N. Y. 


GREEN COFFEE JOBBERS 


MEMBERS: GREEN COFFEE ASSOCIATION OF NEW YORK CITY, INC. 


Cable Address: 
WILCAFE, N. Y. 


Teletype: 
NY-1-613 


Telephone: 
Whitehall 3-4993-4 








doing to overcome the shortage and again achieve a supply- 
temand balance. 

“Most important, perhaps, is the fact that the Brazilian 
government and Brazilian farmers are spending millions of 
dollars for new plantings, for research, for measures to re- 


| vitalize coffee land, and to combat attacks of frost, erosion 
| and insects,’ he said. 


“Brazil has spent approximately $1,000,000,000 on such 


| projects during the last few years. 


"Insect infestations, for instance, are being combatted 


| by greater use of insecticides, which are both hand and plane 


sprayed. Erosion, a growing problem in recent years, 1s 
being combatted by various contour planting techniques. 


| Declining tree yields*—a particularly serious problem, since 


much of Brazil's finest land is no longer as fertile as it once 
was—-are being counteracted by the development of new and 
improved tree stocks. 

“During the last few years Brazilian agronomists have 
developed at least four good mew producing strains. These 
new tree stocks hold forth great hope for the future.” 


Coffee prices, probes, furor 


(Continued from page 14) 





m'd-continent area served by New Orleans. 

Mr. Lott said the probe would cover operations of green 
coffee importers, roasters, wholesalers and retail grocers. 

“We're asking firms for detailed information for the 
years 1952, 1953 and 1954,” Mr. Lott added. 

John Foster Dulles, U. S. Secretary of State, told the 
Tenth Inter-American Conference at Caracas, Venezuela, 


| that consumers in this country reacted to price rises just as 


the Latin Americans reacted to declines in raw-material prices. 

“We accept it that in a free system there are bound to be 
fluctuations in both directions,” he declared, ‘’ and I can as 
sure you that there is no plan afoot to attempt to deal arbi- 
trarily with the problem of prices by imposing some artificial 
ceiling.” 

Industry sources continued to watch consumer buying of 
coffee for trends, but no basis for hard conclusions were 
available. 

On the one hand, scattered spot checks seemed to reveal 
a tendency to do some shifting toward other beverages and 
to emphasize “'stretching”’. 

On the other hand, scare buying against further price rises 


| was reported in some areas, with store sales of coffee ex- 


| panding accordingly. 


Reports of consumer hoarding came 


| especially from the West and the Midwest. 


Supermarket News reported sales up 15 per cent in New 
York, Washington, Cincinnati, St. Louis, Boston, Buffalo 
and Chicago. 

Although boycott talk diminished, echoes of the January 
turmoil were still to be heard. The Richmond, Va., House- 
wives League said its members had promised to cut the use 
of coffee in their homes to ‘not more than one cup per person 
per day.’ 

A sampling of housewives by the Richmond Times Di-- 
patch indicated that Richmond families had ‘‘cut down 
slightly on their coffee intake, with a corresponding drop in 
coffee sales in stores.’ ’ 

Industry leaders were concerned with public understand- 


| ing of the reasons for the price rises, not only for the cur- 


| rent situation, but also to meet the enormous difficulties which 
_ would arise from any further increases in the months ahead. 


COFFEE & TEA 


and The Flavor Field 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 


may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
ArgState—Argentine State Line 

Am-W Afr—American-W est African Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Barb-W/n—Barber Wilhelmsen Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 

Dodero—Dodero Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co. 
Farrell—Farrell Lines 

Grace—Grace Line 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





lFC—L.F.C. Lines 
Independence—Independence Line 
ltalian—lItalian Line 
JavPac—Java-Pacific Line 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamentc Line 
Mormac—Moore-McCormack Lines, Inc. 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

NYK—Nippon Yusen Kaisha Line 
PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ 
Ch—Chicago 
Chsn—Charleiton 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
G{—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—Jacksonville 
LA—Los Angeles 
M/—Moutreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
N{—Norfolk 
NN—Newport News 
A908 Sg 
Po—Portlan 
PS—Puget Sound 
SF—San Franetsco 


Granco—Transportadora Gran 
Colombiana, Ltda. 
Gulf—Gulf & South America Steamship 
Co. im 
Hol-Int—Holland-Interamerica Line 


SAILS 


SHIP 


ACAJUTLA 


3/14 
3/15 
3/21 
4/14 
5/6 
6/2 


Leon 

Anchor Hitch 
Copan 
Anchor Hitch 
Cstl Nomad 
Cst! Avnturer 


ACAPULCO 


3/13 
3/29 
4/25 
5/23 


Anchor Hitch 
Csti Nomad 

Cstl Avnturer 
Anchor Hitch 


AMAPALA 


3/10 
3/12 


Marna 
Majorka 
Anchor Hitch 
Leon 

Cst! Nomad 
Copan 
Anchor Hitch 
Csti Avnturer 
Cst!_ Nomad 
Anchor Hitch 
Cstl Avnturer 


UF ruit 
UFruit 
Grace 
UFruit 
Grace 
UFruit 
Grace 
Grace 
Grace 
Grace 
Grace 


ANGRA DOS REIS 


4/14 
4/14 
5/5 

5/21 


Grenanger 
Forester 
Heranger 
Trader 


Wes - Lar 
PAB 
Wes-Lar 
PAB 


BARRANQUILLA 


3/ll 
3/16 


MARCH, 


Andrea 
Santa Teresa 


UF nuit 
Grace 


1954 


Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—W estfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


Cristobal? 3/20 Ho3/26 N03/29 
Cristobalt 4/24 

Cristobal? 4/7 NY4/15 

LA4/25 SF4/28 Se5/4 

LAS/17 SF5/20 Se5/26 
LA6/13 SF6/16 Se6/22 


Cristobal’ 3/24 
Cristobal! 4/13 
Cristobal’ 5/10 
Cristobal’ 6/7 


Cristobal? 3/13 NY3/21 
Cristobal? 3/15 NY3/23 
Cristobal’ 3/24 
Cristobal? 3/20 Ho3/26 N03/29 
Cristobal’ 4/13 
Cristobal? 4/7 NY4/15 
LA4/25 SF4/28 Se5/4 
Cristobal’ 5/10 

LA5/17 SF5/20 Se5/26 
Cristobal’ 6/7 

LA6/13 SF6/16 Se6/22 


LA5/9 SF5/12 Po5/17 Se5/21 Va5/22 
LA5/3 SF5/5 Va5/11 Se5/12 Po5/16 
LA6/6 SF6/8 Po6/13 Se6/17 Va6/18 
LA6/9 SF6/11 Va6/17 Se6/18 Po6/22 


NY3/17 
NY3/25 


SAILS 


3/19 
3/24 
3/23 
3/26 
3/27 
3/30 
4/2 

4/5 

4/6 

4/9 

4/16 
4/18 
4/20 
4/23 
5/15 


SHIP 


Cape Avinof 
Santa Catalina 
Jersbek 

Cape Cod 
Anchor Hitch 
Santa Ana 
Andrea 

La Coubre 
Levers Bend 
Cape Avinof 
Cape Cod 
Cstil Nomad 
Jersbek 
Andrea 

Csti Avnturer 


BARRIOS 


3/10 
3/11 
3/20 
3/20 
3/24 
3/27 
4/3 

4/3 

4/10 
4/10 
4/17 
4/24 
4/24 


Byfjord 
Andrea 
Vindeggen 
Mayari 
Fiador Knot 
Aggersborg 
Alcyon 
Loviand 
Byfjord 
Mataura 
Mayari 
Fiador Knot 
Aggersborg 


LINE 


UF ruit 
Grace 
UFruit 
UFruit 
Grace 
Grace 
UFruit 


Se—Seatitle 

St Jo—Saint John 
Ta—Tacoma 
To—Toledo 
Va—Vancouver 


‘ 


NY3/29 

NY3/31 

N04/4 

NY4/5 

LA4/25 SF4/28 Se5/4 
NY4/8 

NY4/12 


Independence LA4/23 SF4/25 Va5/1 Se5/5 Po5/7 


UFruit 
UFruit 
UFruit 
Grace 

UFruit 
UFruit 
Grace 


UF ruit 
UFruit 
UF nuit 
UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UF nuit 
UF ruit 
UFruit 
UFruit 
UFruit 


BUENAVENTURA 


3/12 
3/14 
3/14 
3/14 
3/21 
3/24 
3/26 


Banker 

Isabel 

Santa Rita 
Santa Leonor 
Santa Barbara 
Santa Olivia 
Farmer 


Gulf 

Grace 
Grace 
Grace 
Grace 
Grace 
Gulf 


N04/18 

NY4/19 

NY4/26 

LA5/17 SF5/20 Se5/26 
N05/2 

NY5/3 

LA6/13 SF6/16 Se6/22 


Ho3/16 N03/18 
NY3/17 
NY3/27 
H03/25 NO3/27 
Ho3/30 N04/1 
NY4/3 

NY4/10 

Ho4/8 N04/10 
Ho4/15 N04/17 
NY4/17 

Ho4/22 N04/24 
Ho4/29 NO5/1 
NYS/1 


Ho3/25 N03/28 
NY3/22 

NY3/22 Ba4/1 
LA3/24 SF3/27 Se4/2 
NY3/29 

NY4/1 Ba4/10 

Ho4/8 NO4/11 





SAILS SHIP LINE SAILS SHIP LINE DUE 


3/28 Santa Maria Grace NY4/5 3/14 La Baule Independence LA3/23 SF3/25 Va3/31 Se4/2 Po4/5 
4 Santa Luisa Grace NY4/12 3/19 Anchor Hitch Grace Cristobal’ 3/24 
4 Santa Elisa Grace LA4/15 SF4/17 Se4/24 3/27 Copan UFruit Cristobal? 4/7 NY4/15 
4 Merchant Gulf Ho4/22 N04/25 4/6 Csti Nomad Grace Cristobal’ 4/13 
4 La Coubre Independence LA4/23 SF4/25 Va5/1 Se5/5 Po5/7 4/7 Vesuvio Italian LA4/20 SF4/24 Va4/30 Se5/4 Po5/8 
4 Santa Cecilia Grace NY4/19 4/10 Anchor Hitch Grace LA4/25 SF4/28 Se5/4 
5 Santa Flavia Grace LA5/12 SF5/14 Se5/21 4/14 La Coubre Independence LA4/23 SF4/25 Va5/1 Se5/5 Po5/7 
5 Santa Eliana Grace LA5/19 SF5/21 Se5/28 5/2 Cstl Nomad Grace LA5/12 SF5/20 Se5/26 
5 Wyoming Fiecch LAS/21 SF5/25 Va5/31 Se6/4 Pa6/8 5/3  Cstl Avnturer Grace Cristobal’ 5/10 
5 La Hague Independence LAS/27 SF5/29 Va6/5 Se6/8 P06/10 5/21 Csti Avnturer Grace LA6/13 SF6/16 Se6/22 
5/31 Anchor Hitch Grace Cristobal’ 6/7 


CARTAGENA 
Levers Bend UFruit N03/21 CRISTOBAL 


Santa Rosa Grace NY3/17 : 
Santa Paula Grace NY3/24 3/A Sem Ofek NYSE 
ENA UFruit NY3/29 3/15 Levers Bend UF ruit N03/21 
ere UFruit NO4/4 3/16 Majorka UFruit NY3/23 
Cape Cod UFruit NY4/5 3/21 Leon UF ruit Ho3/26 N03/29 
Saute tens aie NY3/31 3/29 Jersbek UFruit N04/4 
Santa Paula Grace NY4/7 4/8 Copan UF rut wY4/15 
Rit UFruit NY4/12 4/12 Levers Bend UFruit N04/18 
La Coubre Independence LA4/23 SF4/25 Va5/1 Se5/5 Po5/7 4/22 Mama UF uit NY4/29 
soos aed UFruit NO4/18 4/26 Jersbek UFrnit N05/2 
Santa Rosa Grace NY4/14 
Cape Avinof UFruit = NY4/19 
Santa Paula Grace NY4/21 DAR es SALAAM 
Cape Cod UFmit NY4/26 3/24 Afr Crescent Farrell NY4/23 
Jersbek UFruit = N05/2 3/31 Billiton JavPac NY5/6 Pa5/8 Ba5/11 LA5/25 SF5/29 Po6/3 Se6/8 
Andrea UFruit NY5/3 Va6/12 
Santa Rosa Grace NY4/28 4/6 Van Heutsz Royal Inter LA6/4 SF6/9 Po6/14 Se6/17 Va6/19 
Santa Paula Grace NY5/5 4/12 Afr Pilgrim Farrell NY5/12 
4/26 Limburg JavPac NY6/5 Pa6/7 Ba6/10 LA6/24 SF6/28 Po7/3 Se7/8 
Va7/12 


Vtbeke bee he & & WwW WY WY WwW Ww 


CHAMPERI 
co 5/4 Silindoeng Royal Inter LA6/17 SF6/25 Se6/30 Va7/1 Po7/17 


4/16 Anchor Hitch Grace LA4/25 SF4/28 Se5/4 
5/8  Cstl Nomad Grace LAS/17 SF5/20 Se5/26 
6/4 Cstl Avnturer Grace LA6/13 SF6/16 Se6/22 DURBAN 
3/22 Sylvia Lykes Gulf 4/24 
CORINTO 3/29 Afr Dawn Farrell NY4/20 Ba4/23 Pa4/25 
4/1 Afr Crescent Farrell NY4/23 Ba4/26 Pa4/28 
3/11 Leon UFruit Cristobal? 3/30 Ho3/26 N0O3/29 4/21 Afr Pilgrim Farrell NY5/13 Ba5/15 Pa5/17 





Where you want if... 


When you want it... | 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swi‘t, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE = seer 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SAILS SHIP 


LINE 


EL SALVADOR 


3/11 Chili 

3/20 Stromboli 
4/1 Washington 
4/11 Vesuvio 
4/27 Winnipeg 


GUATEMALA 


3/12 Chili 
3/21 Stromboli 
4/3 Washington 
4/12 Vesuvio 
4/29 Winnipeg 


GUAYAQUIL 


3/10 Santa Leonor 
4/2 Santa Elisa 
5/6 Santa Eliana 


LA GUAIRA 


3/10 Santa Rosa 
3/18 Santa Paula 
3/25 Santa Rosa 
4/1 Santa Paula 
4/8 Santa Rosa 
4/14 Santa Paula 
4/22 Santa Rosa 

4/29 Santa Paula 


French LA3/18 SF3/21 Va3/25 Se3/28 Po3/31 
Italian LA3/29 SF4/2 Va4/7 Se4/11 Po4/15 
French LA4/9 SF4/12 Va4/15 Se4/18 Po4/22 
Italian A4/20 SF4/24 Va4/30 Se5/4 Po5/8 
French LA5/5 SF5/9 Va5/15 Se5/19 Po5/21 


French LA3/18 SF3/21 Va3/25 Se3/28 Po3/31 
Italian LA3/29 SF4/2 Va4/7 Se4/11 Po4/15 
French LA4/9 SF4/12 Va4/15 Se4/18 Po4/22 
Italian LA4/20 SF4/24 Va4/30 Se5/4 Po5/8 
French LAS/5 SF5/9 Va5/15 Se5/19 Po5/21 


Grace LA3/24 SF3/27 Se4/2 
Grace LA4/15 SF4/17 Se4/24 
Grace LA5/19 SF5/21 Se5/28 


Grace NY3/17 
Grace NY3/24 
Grace NY3/31 
Grace NY4/7 

Grace NY4/14 
Grace NY4/21 
Grace NY4/28 
Grace NY5/5 


LA LIBERTAD 


3/13 Leon 

3/29 Copan 

4/2 Cstl Nomad 
4/13 Anchor Hitch 
4/29 Cstl Avnturer 
5/5 Csti Nomad 
5/27 Anchor Hitch 
6/1 — Csti Avnturer 


UNION 


Majorka 
Leon 

Anchor Hitch 
Copan 

Cstl Nomad 
Anchor Hitch 
Csti Avnturer 
Cstl Nomad 
Anchor Hitch 
Csti Avnturer 


LIMON 


3/13 Levers Bend 
3/23 Cape Avinof 
3/27 Jershek 
3/30 Cape Cod 
4/6 = Andrea 
4/10 Levers Bend 
4/13 Cape Avinof 
4/20 Cape Cod 
4/24 Jersbek 
4/27 Andrea 


LOBITO 


3/20 Afr Glen 
3/24 Afr Glade 
3/24 Roseville 
3/27 Del Campo 
4/16 Del Rio 
4/17 Afr Patriot 
4/20 Afr Lightning 
4/26 Fernglen 

5/7 Del Sol 


UFruit Cristobal? 3/20 Ho3/26 N03/29 
UFruit Cristobal? 4/7 NY4/15 

Grace Cristobal’ 4/13 

Grace LA4/25 SF4/28 Se5/4 

Grace Cristobal! 5/10 

Grace LAS/17 SF5/20 Se5/26 

Grace Cristobal’ 6/7 

Grace LA6/13 SF6/16 Se6/22 


Cristobal? 3/15 NY3/23 
Cristobal? 3/20 Ho3/26 N03/29 
Cristobal’ 3/24 

Cristobal? 4/7 NY4/15 
Cristobal’ 4/13 

LA4/25 SF4/28 Se5/4 
Cristobal’ 5/10 

LA5/17 SF5/20 Se5/26 
Cristobal' 6/7 

LA6/13 SF6/16 Se6/22 


UFruit N0O3/21 
UFnit NY3/29 
UFrit N04/4 
UFmit NY4/5 
UFrnit NY4/12 
UFruit N04/18 
UFruit = NY4/19 
UFruit NY4/26 
UFruit NO5/2 
UFruit NY5/3 








NOPAL LINE 


The Northern Pan-American Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Pere Marquette Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 

Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 

















FAITHFUL SERVANTS 
OF THE COFFEE TRADE 


Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 
Flag service from the Coffee Ports of: 


COLOMBIA 
VENEZUELA 
ECUADOR 
PERU 
and West Coast of 
CENTRAL AMERICA 


to 


NEW YORK 


LOS ANGELES 
JACKSONVILLE 

A isco 
PHILADELPHIA asacuaphciinesaae 





Farrell 
Farrell 


NY4/19 
NY4/13 


Am-W Afr USA 4/30 


Deita 
Delta 
Farrell 
Farrell 


N04/30 
N05/10 
NY5/17 
NY5/11 


Am-W Afr USA 6/1 


Delta 


N05/31 


LOURENCO MARQUES 


3/25 Sylvia 


Lykes 


MARCH, 1954 


Guif 4/24 





BOSTON SEATTLE 
BALTIMORE VANCOUVER, B.C. 


GRACE LINE 


10 Hanover Square, New York 5, N.Y. 
Tel. Digby 4-6000 
Agents and Offices in All Principal Cities 








SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


3/30 Afr Crescent Farrell NY4/23 Ba4/26 Pa4/28 4/4 Billiton JavPac NY5/6 Pa5/8 Ba5/11 LAS/25 SF5/29 Po6/3 
$e6/8 Va6//12 


4/19 Afr Pilgrim Farrell NY5/13 Ba5/15 Pa5/17 
Van Heutsz Royal Inter LA6/4 SF6/9 P06/14 Se6/17 Va6/19 


Limburg JavPac NY6/5 Pa6/7 Ba6/10 La6/24 SF6/28 Po7/3 
LUANDA $e7/8 Va7/12 


Afr Glen Farrell NY4/19 Silindoeng Royal Inter LA6/17 SF6/25 Se6/30 Va7/1 Po7/17 


Dei Campo Delta N04/20 
Afr Glade Farrell NY4/13 
Roseville Am-W Afr USA 4/30 PARANAGUA 


Del Rio Delta N05/10 
Afr Patriot Farrell NY5/17 3/10 _ Honduras Lioyd N04/4 Ho04/9 
Afr Lightning Farrell NY5/11 3/15. Haiti Lloyd NY4/6 
Fernglen Am-W Afr USA 6/1 3/16 Arendsdyk Hol-Int NY4/4 Bo4/7 Pa4/9 Ba4/10 Nf4/13 
Del Sol Delta N05/31 3/18 Del Mundo Deita N04/7 Ho4/12 
3/19  Siranger Wes-Lar LA4/16 SF4/19 Po4/24 Se4/28 Va4/29 
3/20 Mormacsurf Mormac Jx4/8 Nf4/11 Ba4/12 Pa4/14 Bo4/16 NY4/17 
MARACAIBO 3/20 America Lloyd NO4/13 Ho4/18 
Santa Clara Grace NY3/23 : = Alba “er eh 604/18 
, omingos joy! / 
oo nt aes wens - 3/26 Mormacwren Mormac Ba4/16 Pa4/18 Bo4/19 NY4/21 
Santa Monica Grace NY4/6 3/30 Aagtedyk Hol-Int NY4/18 Bo4/21 Pa4/23 Ba4/24 Nf4/27 
Santa Clara Grace PAG/12 NY4/13 Ss irs oa os 
Cstl Nomad Grace LAS/17 SF5/20 $e5/26 Ss aa Oe eee 
Csti Avnturer Grace LA6/13 SFE/16 Se6/22 4/8 — Grenanger Wes-Lar LAS/9 SF5/12 Po5/17 Se5/21 Va5/22 
4/9 Forester PAB LA5/3 SF5/5 Va5/11 Se5/12 Po5/16 
4/15 Equador Lloyd NY5/5 
MATADI 4/16 Mormacgulf Mormac LA5/11 SF5/14 Po5/18 Se5/20 Va5/22 
14. Afr Glen Farrell NY4/19 4/17 Del Valle Delta NO5/11 Ho5/16 
18 Afr GFlade Farrell NY4/13 4/20 Alphacca Hol-Int NY5/9 Bo5/12 Pa5/14 Va5/15 Nf5/18 
/18 Afr Glade Delta N04/20 4/29 Heranger Wes-Lar 4LA6/6 SF6/8 P06/13 Se6/17 Va6/18 
20 Roseville Am-W Afr USA 4/30 5/6 Del Monte Delta N05/29 Ho6/3 
‘Del Rio Delta N05/10 5/16 Trader PAB LA6/9 SF6/11 Va6/17 Se6/18 Po6/22 
1l_ Afr Patriot Farrell NY5/17 
/14 Afr Lightning Farrell NY5/11 
4/22 Fernglen Am-W Afr USA 6/1 PORT SWETTENHAM 
var ae oe Oeta 805/31 3/14 Mandevitle  Barb-Frn Gulf 4/30 
3/19 Taft Am-Pres NY5/5 Bo5/10 LA6/1 SF6/5 
MOMBASA 3/29 Harding Am-Pres LA4/28 NY5/11 Ba5/16 Bo5/19 
3/30 Pleasantville Barb-Frn Gulf 5/16 
3/10 Afr Crescent Farrell NY4/23 4/14 Fernbay Barb-Frn Guif 5/31 
3/29 Afr Pilgrim Farrell ~=NY5/12 4/14 Arthur Am-Pres NY6/2 Bo6/7 LA6/29 SF7/3 


Vb & & Sw WwW ww 





TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


SOUTH AMERICA... 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA...:-:. \ 


* Regular three week sailings 





AGENTS: 
@ RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 


LUANDA & LOBITO: 
Sociedade Luso-Americana, Ltda. 


MATA.DI: 
Nieuwe Afrikaansche Handels Vennootschap 


MISSISSIPPI SHIPPING COMPANY, INC + NEW ORLEANS 


COFFEE & TEA INDUSTRIES and The Flavor 





SAILS SHIP 


4/25 Fillmore 
4/29 McKinley 
4/30 Fernsea 
5/14 Bronxville 
5/24 Tyler 
5/30 Glenville 


LINE DUE 


Am-Pres LA5/28 NY6/12 Ba6/17 Bo6/20 
Am-Pres NY6/15 Bo6/20 LA7/12 SF7/16 
Barb-Frn Gulf 6/16 
Barb-Frn Gulf 6/30 
Am-Pres LA6/28 NY7/13 Ba7/18 Bo7/21 
Barb-Frn Gulf 7/16 


PUERTO CABELLO 


3/10 Santa Rosa 
3/18 Santa Paula 
3/25 Santa Rosa 
4/1 — Santa Paula 
4/8 Santa Rosa 
4/14 Santa Paula 
4/22 Santa Rosa 
4/29 Santa Pauia 


Grace NY3/17 
Grace NY3/24 
Grace NY3/31 
Grace NY4/7 

Grace NY4/14 
Grace NY4/21 
Grace NY4/28 
Grace NY5/5 


PUNTARENUS 


La Baule 
Stromboli 
Anchor Hitch 
Copan 
Anchor Hitch 
Vesuvio 

Cstl Nomad 
La Coubre 
Csti Nomad 
Csti Avnturer 
Csti Avnturer 
Anchor Hitch 


Independence LA3/23 SF3/25 Va3/31 Se4/2 Po4/5 
Italian LA3/29 SF4/2 Va4/7 Se4/11 Pod/15 
Grace Cristobal’ 3/24 

UFruit Cristobal? 4/7 NY4/15 

Grace LA4/25 SF4/28 Se5/4 

Italian LA4/20 SF4/24 Va4/20 Se5/4 Po5/8 
Grace Cristobal! 4/13 

Independence LA4/23 SF4/25 Va5/1 Se5/5 Po5/7 
Grace LAS/17 SF5/20 Se5/26 

Grace Cristobal' 5/10 

Grace LA6/13 SF6/16 Se6/22 

Grace Cristobal’ 6/7 


RIO de JANEIRO 


3/11 Per 
3/11 Del Sud 
3/14 Mormachawk 
3/16 Uruguay 
3/17 Mormacland 
3/17 Honduras 
3/20 Arendsdyk 
3/21 Haiti 
3/22 Del Mundo 
3/24  Siranger 
3/26 America 
3/27 Del Alba 
3/31 Mormacwren 
3/31 Domingos 
4/1 ‘Del Mar 
4/3 Aagetedyk 
Mormacteal 
Guatemala 
Argentina 
Mormacgulf 
Del Viento 
Argentina 
Forester 
Del Norte 
Equador 
Del Valle 
Alphacca 
Del Sud 
Heranger 
Del Monte 
Trader 


SAN JOSE 


4/1 Sstl Nomad 
4/15 Anchor Hitch 
4/28 Cstl Avnturer 
5/7 Cstl Nomad 
5/26 Anchor Hitch 
6/3 Cstl Avnturer 


SANTOS 


3/10 Peru 

3/10 Del Sud 
3/12 Mormachawk 
3/15 Uruguay 
3/15 Honduras 
3/18 Mormacdove 
3/19 Arendsdyk 
3/20 Del Mundo 


Lloyd NY3/26 

Delta N03/25 

Mormac Jx3/28 NY4/1 Bo4/3 Pa4/4 Ba4/7 Nf4/8 
Mormac NY3/29 

Mormac LA419 SF4/22 Po4/26 Se4/28 Va4/30 
Lloyd NO4/4 Ho04/9 

Hol-Int NY4/4 Bo4/7 Pa4/9 Va4/10 Nf4/13 
Lloyd NY4/6 

Delta N04/7 Ho4/12 

Wes-Lar LA4/16 SF4/19 Po4/24 Se4/28 Va4/29 
Lloyd N04/13 Ho4/18 

Delta N04/13 Ho4/18 

Mormac Ba4/16 Pa4/18 Bo4/19 NY4/21 

Lloyd NY4/15 

Delta N04/15 

Hol-Int NY4/18 Bo4/21 Pa4/23 Ba4/10 Nf4/27 
Mormac NY4/21 Bo4/23 Pa4/25 Ba4/27 

Lloyd N04/23 Ho4/28 

Mormac NY4/19 

Mormac LA5/11 SF5/14 Po5/18 Se5/20 Va5/22 
Delta N04/26 Ho5/1 

Lloyd NY4/26 

PAB LAS/3 SF5/5 Va5/11 Se5/12 Po5/16 
Delta N04/29 

Lloyd NY5/5 

Delta NO5/11 Ho5/16 

Hol-Int NY5/9 Bo5/12 Pa5/14 Ba5/15 Nf5/18 
Deita N05/13 

Wes-Lar LA6/6 SF6/8 Po6/13 Se6/17 Va6/18 
Delta NO5/29 Ho6/3 

PAB LA6/9 SF6/11 Va6/17 Se6/18 P06/22 


Grace Cristobal’ 4/13 

Grace LA4/25 SF4/28 Se5/4 
Grace Cristobal’ 5/10 

Grace LAS/17 SF5/20 Se5/26 
Grace Cristobal' 6/7 

Grace LA6/13 SF6/16 Se6/22 


Lioyd NY3/26 

Delta N03/25 

Mormac Jx3/28 NY4/1 Bo4/3 Pa4/5 Ba4/7 Nf4/8 
Mormac NY3/29 

Lloyd N044 Ho4/9 e 

Mormac Ba4/3 Pa4/5 NY4/6 Bo4/9 MI4/13 
Hol-Int NY4/4 Bo4/7 Pa4/9 Va4/10 Nf4/13 
Delta N04/7 Ho4/12 


MARCH. 1954 











| 


REGULAR 


AMERICAN 
REPUBLICS 
LINE 


PACIFIC 
REPUBLICS 
LINE 


AMERICAN 
SCANTIC 
LINE 


MO aria ORMACh 


AMERICAN FLAG SERVICE 


Freight “ Passenger ( BRAZIL 
Service between East 
° URUGUAY 
tat 
Coast of United Sta **) ARGENTINA 


and the countries of 


Freight rer Passenger ( BRAZIL 

Service between est 

Coast of United States URUGUAY 
ARGENTINA 


and the countries of 
NORWAY 
Freight and Passenger \ DENMARK 
Service between East )SWEDEN 
Coast of United States )| POLAND 
and the countries of FINLAND 
RUSSIA 


For complete information apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 


Offices in Principal Cities of the World 














passengers 


ii 


Sly 
POPE & TALBOT 


PACIFIC-ARGENTINE-BRAZIL LINE 
PACIFIC WEST INDIES - PUERTO RICO 
PACIFIC AND ATLANTIC INTERCOASTAL 


LINES | 


EXECUTIVE OFFICES + 320 CALIFORNIA ST. + SAN FRANCISCO 4 


37 














SAILS SHIP LINE DUE 
3/20 Haiti Lloyd NY4/6 


Regular Service 3/23 Siranger Wes-Lar LA4/16 SF4/19 Pod/24 Se4/28 Va4/29 


3/24 America Lloyd N04/13 Ho4/18 


From The Principal Brazilian Ports To: 3/24 Mormacsurf © Mormac Jx4/8 Nf4/11 Ba4/12 aP4/14 804/16 NY4/17 
3/24 Mormacland Mormac LA4/19 SF4/22 Po4/26 Se4/28 Va4/30 


NEW YORK NEW ORLEANS 3/25 Del Alba Delta N04/13 Ho4/18 


3/30 Mormacwren Mormac Ba4/16 Pa4/18 Bo4/19 NY4/21 


3/30 Domingos Lloyd NY4/15 
oO 3/31 Del Mar Delta N04/15 ' 
4/2  Aagtedyk Hol-Int NY4/18 Bo4/21 Pa4/23 Ba4/10 Nf4/27 


4/3 Mormacteal Mormac NY4/21 Bo4/23 Pa4/25 Ba4/27 


4/3 Guatemala Lloyd N04/23 Ho4/28 
4/5 Argentina Mormac NY4/19 
4/7 Dei Viento Delta N04/26 Ho5/1 


4/10 Argentina Lloyd NY4/26 

(Partrimonio Nacional) 4/13 Grenanger Wes-Lar LA5/9 SF5/12 Po5/17 Se5/21 Va5/22 
4/13 Forester PAB LA5S/3 SF5/5 Va5/11 Se5/12 Po5/16 

4/14 Del Norte Deita N04/29 


Owned and operated exclusively by the 4/15 Mormacguif Mormac LA5/11 SF5/14 Po5/18 Se5/20 Va5/22 
Lloyd NY5/5 


Brazilian Government, LLOYD BRASIL- 4/20 Equador 

: : Line in it 4/21 Del Valle Delta NO5/11 Ho5/16 
EIRO includes the American Line in its 4/23 Alphacca Hol-Int NY5/9 Bo5/12 Pa5/14 Ba5/15 Nf5/18 
list of services vital to Brazil’s trade re- 4/28 Del Sud Delta 05/13 


lations with the commercial centres of 5/4 Heranger Wes-Lar LA6/6 SF6/8 Po6/13 Se6/17 Va6/18 
. : : . : 5/10 Del Monte Delta N05/29 Ho6/3 
the world. The American Line maintains 5/20 Trader PAB LA6/9 SF6/11 Va6/17 Se6/18 P06/22 


regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at VICTORIA 


Philadelphia, Baltimore, Norfolk, Jackson- 3/19 Honduras N04/4 Ho4/9 


° 3/28 America N04/13 Ho4/18 
ville and Houston. 3/29 Del Alba NO4/13 Hod/18 
4/7 Guatemala N04/23 Ho4/28 
4/11 Del Viento N04/26 Ho5/1 

Bringing North and South America nearer each other. LLOYD 4/26 Del Valle NO5/11 Ho5/16 
= BRASILEIRO makes the Good Neighbor a Close Neighbor. 5/14 





Del Monte NO5/29 Ho06/3 








NEW YORK NEW ORLEANS 
17 Battery Place 305 Board of Trade Bldg. TEA BERTHS 








CALCUTTA 


Salatiga JavPac LAS/4 SF5/8 Po5/15 Se5/18 Va5/20 
City Sngpre Ell-Buck Bo5/9 NY5/11 Pa5/13 Nf5/15 Ba5/16 
Silverwave JavPac SF5/9 LA5/14 Po5/28 Se6/4 Va6/8 


FAST DEPENDABLE DELIVERY City Breina — Ell-Buck St Jo5/18 MI5/23 
FOR City Durham —Ell-Buck Bo5/24 NY5/25 PaS/27 Nf5/29 BaS/31 


Wonosari JavPac SF6/8 LA6/13 Po6/27 Se7/4 Va7/8 





..- of your mild coffees 
COCHIN 


to United States markets... 
3/17 Garfield Am-Pres NY4/22 Bo4/27 LAS/19 SF5/23 


rely on 3/30 Taft Am-Pres NY5/5 Bo5/10 LA6/1 SF6/5 
4/13 Polk Am-Pres NY5/19 Bo5/24 LAG/18 SF6/21 


UNITED FRUIT COMPANY 2 See 


COLOMBO 


STEAMSHIP SERVICE 3/14 Garfield Am-Pres NY4/22 Bo4/27 LA5/19 SF5/23 


3/19 Mandeville Barb-Frn Gulf 4/30 

Regular Sailings between 3/27 Taft Am-Pres NY5/5 Bo5/10 LA6/1 SF6/5 
4/7  Leise Maersk NY5/11 
4/10 Polk Am-Pres NY5/19 Bo5/24 LA6/18 SF6/2i 


GUATEMALA NICARAGUA 4/19 Fembay —_‘Barb-Frn Gulf 5/31 


4/21 Sarangan davPac LA6/3 SF6/7 Po6/14 Se6/17 Va6/19 


EL SALVADOR COSTA RICA 4/25 Artur Am Pras NV6/29 $F7/3 


5/5 Fi Barb-Frn Gulf 6/16 
HONDURAS COLOMBIA eo mg 

5/19 Bronxville Barb-Frn Gulf 6/30 

6/4 Glenville Barb-Frn Gulf 7/16 


and NEW YORK-NEW ORLEANS HOUSTON §) &%, fie Maes v7 


and other U.S. ports 7/5 Belleville Barb-Fra Gulf 8/16 
7/8  Oluf Maersk NY8/14 


; 7/19 Bonneville Barb-Frn Guif 8/30 
‘ J 8/8 L Maersk NY9/13 
NEW YORK: Z exa 
Pier 3, North River 


NEW ORLEANS: 
Ps 


DJAKARTA 


3/12 Pleasantville Barb-Frn Guif 5/16 
3/18 Leise Maersk NY5/11 
3/28 Fernbay Barb-Frn Gulf 5/31 
4/12 Fernsea Barb-Frn Gulf 6/16 
4/18 Hulda Maersk NY6/9 
4/28 Bronxville Barb-Frn Gulf 6/30 


321 St. Charles St. 


COFFEE & TEA INDUSTRIES and The Flavor Field 











SAILS SHIP LINE 


5/12 Glenville Barb-Frn Gulf 7/16 
5/18 Else Maersk NY7/13 
5/28 Fernhill Barb-Frn Gulf 7/29 
6/12 Belleville Barb-Frn Gulf 8/16 
6/18 Oluf Maersk NY8/14 
6/28 Bonneville Barb-Frn Gulf 8/30 
7/18 Lexa Maersk NY9/13 


HONG KONG 


3/12 Mormacfir Am-Pres LA3/28 NY4/12 Ba5/16 Bo5/19 
3/18 Jeppesen Maersk SF4/10 NY4/27 

3/20 Taiwan Barb-Wn SF4/11 LA4/13 NY4/27 

3/21 Polk Am-Pres NY5/19 Bo5/24 

3/23 Wilson Am-Pres SF4/10 LA4/15 

3/29 Madison Am-Pres SF4/24 LA4/28 

4/1 Arthur Am-Pres NY6/2 Bo6/7 

4/2 ‘Bay Pioneer NY5/8 

4/3 Olga Maersk SF4/26 NY5/14 


4/5 Trafalgar Barb-Wn SF4/27 LA4/29 NY5/13 
4/10 Harding Am-Pres LA4/26 NYS5/11 Ba5/16 Bo5/19 SERVING THE WEST COAST 


4/14 McKinley Am-Pres NY6/15 Bo6/20 fo] myoliha © Vii diag: 
4/15 Cleveland Am-Pres SF5/3 
4/18. Laura Maersk SF5/12 NY6/1 
4/20 Tancred Barb-Wn SF5/12 LAS/14 NY5/28 SH [ P G S A 
4/29 Grant Am-Pres NY6/29 Bo7/5 Vi A 

5/3 Maren Maersk SF5/25 NY6/11 

5/5‘ Fernside Barb-Wn SF5/27 LA5/29 NY6/12 . ° ° Pan 
5/12 Fillmore Am-Pres LA5/28 NY6/12 Ba6/17 B06/20 Fortnightly service . . . with limited 
5/14 Monroe Am-Pres NY7/12 Bo7/17 Passenger Accommodation. 
5/18 Chastine Maersk SF6/10 NY6/27 . 

5/20 Tudor Barb-Wn SF6/11 LA6/13 NY6/27 Expert cargo handling. 

6/3 Johannes Maersk SF6/25 NY7/12 Contact us today! 
6/5 Fernfield Barb-Wn SF6/27 LA6/29 NY7/13 


6/12. Tyler Am-Pres LA6/28 NY7/13 Ba7/18 Bo7/21 

6/18 Harding Am-Pres LA9/3 NY9/18 Ba9/23 Bo9/26 GULF & SOUTH AMERICAN STEAMSHIP C0., INC. 
620 Gravier Street New Orleans, La. 

KOBE 

3/11 Ferndale Barb-Wn SF3/27 LA3/29 NY4/12 “IN OTHER CITIES CONTACT GRACE OR LYKES” 


3/12 Peter Maersk SF3/26 NY4/13 

3/15 Johnson Am-Pres SF4/1 LA4/4 

3/16 Polk Am-Pres NY5/19 Bo5/24 

3/24 Madison Am-Pres SF4/24 LA4/28 

3/25 Yamaharu Yamashita SF4/14 LA4/16 Cr4/26 NY4/30 


3/26 Arthur Am-Pres NY6/2 Bo6/7 
3/26 Jeppesen Maersk SF4/10 NY4/27 
3/26 Taiwan Barb-Wn SF4/11 LA4/13 NY4/27 a9 o 


3/27 Wilson Am-Pres SF4/10 LA4/15 
4/6 Bay Pioneer NY5/8 
4/9 McKinley Am-Pres NY6/15 Bo6/20 Coffee Exporters 
4/11 Olga Maersk SF4/26 NY5/14 
4/11 Trafalgar Barb-Wn SF4/27 LA4/29 NY5/13 | 
4/19 Cleveland Am-Pres SF5/3 | SANTOS - BRAZIL 
4/23 Grant Am-Pres NY6/29 Bo7/5 
4/26 Laura Maersk SF5/12 NY6/1 
4/26 Tancred Barb-Wn SF5/12 LA5/14 NY5/28 | 
4/26 Yamatsuki Yamashita SF5/13 LA5/15 Cr5/25 NY5/29 | ® 

resented in all U.S.A. b 
5/9 Monroe Am-Pres NY7/12 607/17 Represe Y 
5/10 Maren Maersk SF5/25 NY6/11 
5/11 Fernside Barb-Wn SF5/27 LA5/29 NY6/12 OTIS, McALLISTER CO. 
5/25 Chastine Maersk SF6/10 NY6/27 
5/26 Tudor Barb-Wn SF6/11 LA6/13 NY6/27 
6/11 Johannes Maersk SF6/25 NY7/12 
6/11 Fernfield Barh-Wn SF6/27 LA6/29 NY7/13 


SHIMIZU ORTEGA AND EMIGHL, INC. 


3/14 Peter Maersk SF3/26 NY4/13 
3/17 Johnson Am-Pres SF4/1 LA4/4 s 
3/28 Yamaharu Yamashita SF4/14 LA4/16 Cr4/26 NY4/30 Coffee Importers 
3/29 Jeppesen Maersk SF4/10 NY4/27 

4/8 Bay Pioneer NY5/8 

4/14 Olga Maersk SF4/26 NY5/14 bs 
4/29 Yamatsuki Yamashita SF5/13 LA5/15 Cr5/25 NY5/29 uality Coffees From 
4/28 Laura Maersk SF5/12 NY6/1 2 : 
5/13 Maren Maersk SF5/25 NY6/11 COLOMBIA-SANTOS 
5/28 Chastine Maersk SF6/10 NY6/27 e ba : 

é GUATEMALA-EL SALVADOR-COSTA RICA 


6/14 Johannes Maersk SF6/25 NY7/12 
MEXICO-NICARAGUA 


























TANGA 


3/11 Afr Crescent Farrell NY4/23 | 461 Market St. San Francisco 


3/17 Reuben Tipton Lykes Gulf 4/19 
3/30 Afr Pilgrim Farrell NY5/12 





\ 
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Coffee Movement In The U. S. Market 
(Figures in 1,000 bags) 


Deliveries—from: Visible Supply—Iist of Month 
Brazil Others Total Brazil Others Total 

1952 
September 775 974 514 1,488 366 1,387 
October 7 1,182 819 2,001 ,036 436 1,572 
November : 760 557 1,317 296 1,069 
December 2,002 955 894 1,849 216 1,038 


1953 
January 76 804 942 1,746 321 1,051 
Febru: ary 73: 721 948 1,669 j 441 1,197 
5 734 1,022 1,756 438 1,270 
753 1,351 2,104 375 1,210 
663 1,202 403 1,047 
744 1,320 f 574 849 
949 1,683 12 470 1,094 
630 1,038 38 750 
September 836 1,926 4 401 1,125 
October i$ 3 766 1,498 483 1,203 
November 701 1,388 is 365 1,228 
December 2 41 142 1,095 2.237 208 332 1,535 


1,659 OF: 385 1,460 


January 
1,942 8) 511 1,392 


February 
Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 








SAILS SHIP LINE DUE 5/31 Chastine Maersk SF6/10 NY6/27 


6/15 Johannes Maersk SF6/25 NY7/12 


4/6 Van Heutsz Rayan Inter LA6/4 SF6/9 Se6/17 Po6/14 Va6/19 6/15 Fernfield Barb- Fr SF6/27 LA6/29 NY7/13 


5/4 Silindoeng Royal Inter LA6/17 SF6/25 Se6/30 Va7/1 Po7/17 


YOKOHAMA 


3 
3 
3 
3/15 
3 
3 
3 
3 
3 
3 
4 
4 
4 
4 
4 
4 
4 
4 
ae 
5 
5 
5 


' Accepts freight for New York, with transshipment at Cristobal, C. 
2 Accepts freight for Atlantic and Gulf ports, with transshipment at ristobal, c..Z, 


Pett Sicilian taliveia ve Nedlloyd Line enters African trade 


A cd The Nedlloyd Line has entered the African trade, it has 
Johnson Am-Pres SF4/1 LA4/10 been announced by J. C. Severiens, president of the Java 
Arthur Am-Pres NY6/2 Bo6/7 Pacific Line, Inc., general agents in the U. S. A. and Canada. 
a este ae = een The Nedlloyd Line will operate a separate service from 
Taiwan Barb-Wn SF4/11 LAS/13 NY4/27 South and East African ports via Red Sea, Suez and the 
a eC gigoom bey tom a Cr4/26 NY4/30 Mediterranean to Atlantic and Pacific Coast ports, with 
McKinley Am-Pres NY6/15 BC6/20 monthly sailings. After discharge at Atlantic ports, vessels 
Bay Pioneer NY5/8 will proceed to the Pacific Coast to complete discharging and 
oe ms oe ra NY5/15 to load there for South and East African ports, via the Panama 
Grant Am-Pres NY6/29 Bo7/5 Canal. 

Cleveland Am-Pres SF5/3 The outward leg was formerly covered by the round-the- 
wn a Hcy eh world service, via Africa, of the Java Pacific & Hoegh 
Yamatsuki Yamashita SF5/13 LAS/15 Cr5/25 NY5/29 Lines. While Hoegh continues to operate its transPacific 
acl ae ya se a wR services between Pacific Coast ports and the Philippines, 
Maren Maersk SF5/25 NY6/11 Indonesia, the Straits, India, Pakistan and the Persian Gulf, 
Tudor Barb-Frn SF6/11 LA6/13 NY6/27 the line decided to withdraw from the Africa trade. 





OVER aa FIVE YEARS OF CONTINUOUS DEPENDABLE SERVICE TO THE COFFEE TRADE 
STOCKARD & COMPANY, INC., GENERAL AGENTS 
j Vv vA R a RAN 17 Battery Place, New York, N. Y., WHitehall 3-2340 
BALTIMORE: 225 E. Redwood St., Saratoga 2607 @ PHILADELPHIA: 101 Bourse Bldg., WAlnut 2-2152 
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The road ahead for coffee 


The coffee crisis is past its peak. 

The turmoil in the press is easing. Rarely now do 
legislators rise to proclaim, firmly, they are for lower coffee 
No longer do restaurants issue anti-coffee declara- 


prices. 
tions. 

But the coffee crisis is not at an end. 

The investigations are continuing. 

Coffee prices will go higher before they go lower. 

The consumer, and the industry, will undergo new shocks 
before stability is reached. 

The big question is: What is the unfolding crisis doing 
to coffee drinking? 

No solid answers are available as yet. It 
for reactions to have taken full shape, or for research to 
determine that shape. 

But spot checks indicate certain trends: 

1. “Stretching”, in the home and in the restaurant, is 


Far from it. 


is too soon 


being stimulated. 

2. A tendency exists to shift to beverages other than coffee, 
on occasions other than breakfast. 

3. The use of soluble coffee is probably growing at a more 
rapid rate. 

How strong these trends are, time and surveys will deter- 
mine. But whatever the facts are, the industry will 
have to face them—and shape policies accordingly. Other- 
wise the position of coffee in this country may undergo a 
basic change. 

Not many months ago a leading coffee commentator said 
coffee consumption in this country was unshakable. Not 
even higher prices could cut into it. 

That kind of thinking was wrong then, 
disastrous now. 

The position of this industry is not immutable. 
be affected basically, as has happened to other industries. 
Whether the change is for the better, or for the worse, 
depends on the ability of the industry to recognize new 
conditions, pleasant or not, and to apply initiative and 
maximum resources. 

The pivotal fact in the present coffee picture may be the 
tendency toward “'stretching.” 

This trend has been with us for many years. 
enormously stimulated by the coffee price crisis of 1949-50, 
and it has been with us, to an increasing degree, ever since. 

In a way, this is contradictory. 

The 1949-50 situation also sparked unfavorable press 
comment on coffee. Time, plus industry effort, eliminated 
such comment and even replaced much of it with favorable 


It could be 


It can 


It was 


stories. 

This was clear, visible achievement of which the industry 
was proud. 

But even after unfavorable press comment disappeared, 
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the tendency to “'stretch’’ coffee continued, and grew. What 
kept the trend going? 

The answer is in the content of coffee brand advertising. 

Much of this advertising is pegged on a “more cups” 
pitch. We have the impression that this “sell” dominates 
roaster advertising, that the largest proportion of news- 
paper, radio, TV and billboard advertising uses this appeal 
in one form or another. 

The tendency to “stretch” coffee has continued, and 
expanded, because it has been nourished by coffee packer 
advertising. 

This was unwise befcre. 
the last National Coffee Association convention that the rate 
of coffee use ranged from a minimum of 55.28 cups per 
pound to a maximum of 97.19—with an average of 60.07. 

The “more cups’ advertising policy may be disastrous 
now. 

A weaker beverage means, of course, less actual coffee 
But it also means a beverage more 


The proof is in the report to 


consumpticn per se. 
vulnerable to the thrusts of competitive drinks, especially 
for occasions other than breakfast. 

Any investment by coffee packers in advertising which 
encourages a still weaker coffee beverage is foolhardy today. 

It is nudging the industry further toward a hazardous 
and untenable position. 

What the current situation calls for 1s 
coffee advertising—new in content, new in spirit, new in 


a new kind of 


quantity. 

To meet the inroads of the crisis, the industry and its 
component companies must convince the public again that 
“there's nothing like a good cup of coffee’’—and that even 
at today’s prices a good cup of coffee is cheap. 

The advertising carrying variations of this theme should 
tell the consumer how to brew a good cup of coffee, in 
accordance with the suggestions of the Coffee Brewing 
Institute. 

It should be confident advertising, positive and aggressive. 

It should be adequate advertising—assuring for coffee 
a proportion of newspaper space, radio and TV time, maga- 
zine space, and point-of-sale display in keeping with the 
gigantic sales volume of the industry. 

True, it’s hard to break away from a formula used for 
many years and seemingly safe. But the situation no longer 
permits habit to determine advertising policies. 

Public interest in coffee is keen. Roasters who disregard 
what “the other fellow is doing and strike out for ther- 
selves with constructive, aggressive promotion, based on 
brewing a good cup of coffee, will find it pays off in dollars 
and cents—now and in the long run. 

It’s time for the “more cups’’ theme to be discarded in 
this industry as obsolete and hazardous. 
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Boscul display contest ties in 
with Take Tea and See Week 








The Wm. S. Scull Co., Camden, N. J., packers of Boscul 
Tea and Boscul Coffee since 1831, recently concluded a 
very successful tea display contest, initiated and timed to 
tie in with the national Take Tea and See Week, sponsor- 
ed in January by the Tea Council of the U.S. A. 

Donald L. Peterson, Cam- 
den Division Sales Manager 
for Boscul, explained that 
“since Boscul is a contributor 
to the advertising funds of 
the Tea Council, it just made 
good sense to make the most 
of this investment by ‘tying 
in’ at point-of-sale as broad- 
ly as possible with the 
thousands of consumer im- 
pressions being created by the 
Tea Council’s Take Tea and 
See national advertising pro- 
gram. 

To create displays in as many retail stores as possible, 
Boscul conducted a tea display contest among its 30 retail 
salesmen of the Camden Division. To stimulate real in- 
terest, every salesman who submitted snapshots of ten 
or more tea displays received $10.00 as an incentive award. 
Then, to arouse his creative display ability and to obtain a 
wide variety of types and sizes of display salesmen sub- 
mitting photos of ten or more displays qualified for a first, 
second or third cash prize in four display classifications. 

Snapshots of over 200 displays were submitted as entries 
for prizes totaling $300.00. Lamb & Keen, advertising 
agency for Boscul, were the judges, and awarded the 12 
winning prizes to eight men. 

Top prize for the “best selling display” was won by 
E. W. Wendle, of the Wilkes-Barre, Pa., territory, for his 
display at the Big Chief Market in Kingston, Pa. 

S. J. Malandro, of the South Philadelphia territory, 
walked off with first prize for the ‘‘largest Boscul Tea dis- 
play’’ erected at the J. Marota Bros. store on South 17th 
Street, Philadelphia. 

The ‘most original display” was won by J. R. Cronin, of 
the Hazleton, Pa., territory for the related items tea display 
at Pete Bodner’s Store, Treschow, Pa. The Boscul Tea 
display at Big Chief Market, Carbondale, Pa., won top 
award for E. R. Forti, Scranton, Pa., salesman, for the best 
display containing “the most Boscul Tea items.” 

The contest received its “kick off” at a sales meeting held 
in Boscul’s Camden office on December 30th. Rules of the 
contest specified that each Boscul Tea display was to be other 
than a shelf display, and consist of at least five dozen of any 
size package tea or tea bags, and each display must include 
the Tea Council’s current “Take Tea and See’ point-of-sale 
material. 

Each salesman had the opportunity to win a first, second 


Boscul's Peterson 
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or third prize, but not in the same display category—and 
not more than once. 

“The contest was enthusiastically received by our sales- 
men,” said the Boscul spokesman, ‘not only because of 
the spirit of rivalry that such promotions usually generate, 
but also because I feel there was an extra stimulus gene- 
rated in our men by their natural desire to have top man- 
agement see, in photographs, the actual displays resulting 
from their own creative efforts.” 

“Our display contest was a success in several ways,’ con- 
tinued Mr. Peterson. “It not only resulted in increased 
sales of tea during the promotion and since, but because our 
men sell both tea and coffee, it helped immeasurably to focus 
their attention on tea at this strategically good time, whlie 
tea was getting the consumer spotlight as a result of the in- 
crease in coffee prices. 

“Then, too, in addition to our making the most of our 
investment, as a contributor to the Tea Council’s adver- 
tising fund, we hope that by our point-of-sale display ‘tie in’ 
at the retail level, using the Tea Council’s “Take Tea and 
See’ material, we are doing our part in the industrywide 
push, through the Tea Council, to promote tea as a beverage 
with the American consumer,” 

The Tea Council, which sponsores the nationwide pro- 
motions, is made up of members of the United States tea 
trade, through the Tea Association, and representatives of 
the tea producing countries of India, Ceylon and Indonesia. 

Mr. Peterson, who is also chairman of the Grocery Mer- 
chandising Committee of the Tea Association, encouraged 
all brand packers of tea to plan their own special pro- 
motions to tie in with the Tea Council's national Take Tea 
and See Week for hot tea and the Iced Tea Weeks. 


Boscul's tie-in display contest for salesmen built volume, was received 
enthusiastically by the men, helped general tea promotion. This 
picture was one of salesman E. M. Forti's entries. This display was 
set up in the Giant Market, Scranton, Pa. 
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2-07.formula starts 


| 9000000 MORE 





Here’s just a sample of what can 


the 2-0z. Iced Tea recipe’ 


ICED TEA SALES UP 100% 
over the previous year — thanks 
to our adoption and promotion 
of the 2-oz. formula.” —J. C. 
McKay, Dixon’s Drug Stores, Macon, 


Georgia. 


*"WE DOUBLED OUR SALES 
the year we adopted the 2-o0z. 
formula for making Iced Tea. 
The following summer we 
tripled them!’’—Albert T. Car- 
rol, Gray’s Drug Stores, Inc., Cleve- 
land, Ohio. 





"SALES JUMPED 71% 


when we adopted the 2-oz. 
formula. It’s the best thing 


that ever happened to our Iced & 


Tea business.’’—Joe Schensul, 
Schensul’s Cafeteria, Kalamazoo, 


Michigan. 





''*87% MORE ORDERS 
when we adopted it. The 2-oz. 
formula did an excellent job 
for us.’’—Paul C. Novales, John 
Schoonmaker & Son, Newburgh, 
New York. 





restaurants ordering 


POUNDS OF TEA! 


a 


happen when your salesmen sell 


to Institutional Customers! 


The 2-oz. formula for Iced Tea has increased packer So join the 100 percenters this year. Get your 
sales to restaurants 239% since 1948. And yet it salesman to put the 2-oz. formula to work in every 
hasn’t even come close to hitting its peak. restaurant. 


Just look at the figures. 168,000 restaurants are as : ; 
using the 2-0z. sales-maker; 357,000 are not. In New tie-in material now available! 


other words, the 2-0z. formula could easily do 3 Now your institutional salesmen can offer restaurants 
times the job it’s doing now if you wanted it to. the hottest display kit Iced Tea ever had. It contains 
mounted displays, back bar strips, menu tip-ons, 


Actually, until every account in your territory is table tents—all new, all in full color. (Plus a brand 
on the 2-oz. tea wagon, you'll be depriving yourself new salesman's broadside to help your salesmen sell 
f : les. And ill be d the 2-0z. formula to all accounts.) These sales helps 
of summertime sales. And restaurants w e- are available at low printer's cost. For complete 


priving themselves of summertime profits. information write us now. 


The 2-0z. formula is the greatest salesman Iced Tea has next to 
*This formula calls hot weather. Put it to work for you this summer. 


for the use of 2 ounces 


| 
of tea per gallon of TAKE 
water. Approved by TEA ] OF THE U.S. A., Incy 
AND SEE “ 


the National Restaurant 


Association. 500 Fifth Avenue New York 36, New York 





“India’s new season production 
may not top 1953 by much— 
unless restrictions are dropped” 


By VALALE, |. CHACKO, Editor and Publisher 
Planting and Commerce 
Ernakulam, India 


The North Indian season has ended and whatever tea 
was held by gardens was towed down the river to Calcutta’s 
warchouses. This flow lasted till the end of February, and 
Calcutta’s offers will be suspended until June, when new 
season teas begin to arrive. 

The season just ended produced 20,000,000 pounds less 
than the last one or, in all, 487,000,000 pounds. Finer 
plucking, temporary closure of Cachar and Dooars gardens 
and bad weather largely contributed to the reduction in crop. 

The scheme of restriction was mostly applied through an 
insistence on fine plucking and sorting and increased elimin- 
ation of sub-standard teas. 

The southern gardens, which geographically adjoin and are 
similar to Ceylon, and where conditions and tea qualities 
are comparable, production was better. The year-end figure, 
subject to minor alterations in December returns, is 120,- 
732,332 pounds, which compares with 112,956,306 pounds 
in 1952. 

The total Indian production is therefore about 13,000 
pounds short of the previous year’s output, and unless the 


restrictions on plucking and sorting are removed the crop 
in the new season may not greatly exceed to 1953 figure. 

The volume of export aliowed out of the 1953 crop is 
1251/4 per cent of the standard export quota, or 437,000,- 
000 pounds. There is some opinion in favor of increasing 
the quota, but Calcutta is not entirely in favor of such a 
course, and the government seems to be favoring the Cal- 
cutta view. 

Early in the season 30,000,000 additional pounds under 
the special licenses were granted, apart from the season’s 
total of 437,000,000 pounds. If this entire quantity were 
to be shipped out, the balance available for the home 
market would be about 141,000,000 pounds, as against the 
average of 177,500,000 pounds absorbed annually during 
the last five years. 

This shortage would, it is held, draw government at- 
tention to the present level of prices and tea might face 
the problems which so unfortunately enveloped coffee last 
year. 

The government of India, through the Ministry of Com- 
merce and Industry, has published the rules framed under 
the Tea Act of 1953, one of the most controversial legis- 
lations of last year. . The Act provides for extensive govern- 
ment control over the Tea Board, and through it the tea 
industry, besides vesting authority in the government to 
nominate the entire membership of the Board. 

Under Section 30 of the Act, the government can fix the 
price of tea in the internal market and for export and direct 
to whom and in what quantities the tea can be sold. The 
Minister for Commerce and Industry has, however, given 
oral assurances in Parliament that these powers shall not be 
evoked unless emergency situations arise. 
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how Spice Islands 
won national sales 
for new tea line 


By MARK M. HALL, San Francisco Representative 
Coffee & Tea Industries 


To accomplish national distribution and have its brand 
of tea within a year in most of the major outlets in the 
United States and Canada is only part of the achievements 
of the Spice Islands Co., San Francisco. 

While the company had been packing and marketing 
spices, herbs and _ vinegars 
since 1941, it was not untii 
January, 1953, that they in- 
troduced a limited line of 
well-established blends of tea. 
They soon concluded that the 
public which liked _ their 
blends of fancy teas, and 
whose tastes could be called 
fastidious, demanded a full 
line, which would include 
such selections as Jasmine, 
Earl Grey, Bouquet of Spice, 
Darjeeling and Gunpowder, 
ulong with Pekoes, Greens, 
Oolongs and Ceylons. 

It was the fine reputation of Spice Islands for quality 
products which permitted this rapid introduction of their 
teas into a market ordinarily difficult to penetrate, and it 
was quality and package design which clicked with the 
public. 

Expert choice had to be made of the teas to be packed. 
Many of these blends were difficult to obtain, due to the 
closing of Communist China to trade. However, very 
desirable teas are now available from Formosa. Only the 
very choicest go into Spice Island blends. 


Tea Buyer Riese 


Importers submit only their quality teas to Spice Islands.- 


One tea used, the Keemun type black tea, won third prize 
for the best tea exported at the Taiwan Tea Exhibition in 
Formosa. Many teas, no longer available on the mainland 
of China, are now prepared by proper blending, and in the 
last four years have been recreated for the trade. 
Contributing to the success of Spice Islands Company is 
their faculty for designing containers which convey a sense 
of quality and reflect the romantic and Oriental places of 
origin. These designs, lithographed on white label paper 
have embossed borders in light gold with delicate leafy and 
flower ornamentation. In the center is a stylized Chinese 
temple, printed in a color which suggests the blend of tea. 
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Across this design are the words Spice Islands, and the name 
of the particular blend of tea. Not more than three colors 
are used in the design, including the light gold, but the 
effect is very impressive against the pure white of the back- 
ground. The container is almost square, with cardboard 
sides and metal top and bottom. 

Spice Islands products make an impressive display in a 
grocery store, and stand out by comparison with the many 
strong colors of other products. 

In each container is a small folder, with string attached, 
printed in the colors of the label, except for the gold, and 
containing an interesting description of the tea and the place 
of its origin. Careful instructions are given as to brewing. 

So attractive and effective have been the designs of Spice 
Islands containers that the company has won many awards 
in the past. Among them are a Certificate of Award of 
the National Offset Lithography Competition, two Spice 
Mill National Packaging Show Awards, and honorable 
mention by the Folding Box Association of America. 

Like celebrities in any field, Spice Islands Tea receives 
a continuous flow of fan mail, praising its quality, in- 
quiring as where it can be purchased, and asking for other 
blends. These consumers, connoisseurs of fine tea, take 
particular delight in the Earl Grey, a blend originally given 
to the Earl by a Chinese Mandarin in the early 19th century; 
and in the Lapsang Souchong, a favorite of the late J. P. 
Morgan. Every inquiry is answered; the fascinating story 
of tea, in booklet form, is sent with a letter. 

When Spice Islands teas were introduced, they had the 
advantage of the reputation and established channels of dis- 
tribution of the company for its spices and other products. 
In California it was the company’s own men who induced re- 
tailers to stock the line until every grocer of any conse- 
quence now carries it. 

Outside of California it is sold by representatives direct 
to the retail trade. The wholesale jobber is not used. 

Such consumer advertising media as House Beautiful 
and Gourmet are employed, and for the retail trade, Tele- 
food. In addition, a regular monthly mailing goes out to 
the retail trade. 

The story of the founder of the Spice Islands Co., Freder- 
ic H. Johnson, is that of a man who had a hobby, and after 
a business reversal, turned his hobby into big business in a 
matter of ten years. When a member of the San Francisco 
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Stock Exchange, he took pleasure in growing herbs on his 
small acreage near Los Gatos, and in mixing barbecue 
seasoning for the delight of his friends. In 1938 he sold 
his seat on the Exchange and devoted his time to experi- 
menting in wine vinegars, herbs and spices, using his home 
garage for the purpose. He soon went into it as a business, 
and his meteoric rise is a matter of international history in 
the spice trade. He now grows herbs on a large scale, 
and also packs and distributes. 

All of this was an ideal background of experience when 
it came to the introduction of his teas. Mr. Johnson knew 
that it would require an expert of long experience in the 
buying and blending of teas to fill his exacting require- 
ments. In Wallis Riese he found the ideal man, one who 
had been in the tea business since 1919. For many years 
he was the tea buyer for A. Schilling & Co., and prior to 
that was with Mannings, Inc. Through his knowledge of the 
sources of the finest teas, Mr. Riese has been able to give 
Spice Islands the quality required for the type of trade built 
up by the company. 

The rapid growth of the company compelled three moves 
into larger quarters, the last time into a building in South 
San Francisco with 52,000 square feet of floor space, all on 
one floor. They hope this will hold them for a while, but 
with the fast spreading fame of Spice Islands reputation 
and quality, no one knows. 

It all proves that the man with a new idea, something 
better, and the ability to sell, has the world waiting. 


Congalton named to Junior Board 

William Congalton, of Standard Brands Inc., has been 
elected a member of the Junior Board of Directors of the 
Tea Association. 


Tea Industry announces “fair play” 


policy in coffee price situation 

The tea industry is going to continue to sell its product 
on its merits—instead of jumping on coffee during the 
current price Crisis. 

Here's the policy, as stated in the Tea Association's trade 
relations bulletin: 

“In these days of adverse publicity for the coffee industry 
it is the policy of the Tea Association as well as the Tea 
Council not to issue any statements which would tend to 
aggravate the situation. This position is motivated by fair 
play, good taste, and a desire for continued good trade 
relations. 

“It is also our contention that tea must be sold now as 
in the past and in the future, on its fundamental merits. 

“To insure that people who now are making tea their 
regular beverage appreciate fully the real qualities of tea, 
the Council’s publicity program has been stepped up to 
project the ‘Golden Rules’ for making good tea: (1) Always 
use your teapot—it makes the best tea; (2) Use enough tea 
—one level teaspoon, or one bag for each cup, and one for 
the pot; (3) Pour fresh, furiously boiling water directly 
on to the tea; (4) Always time the brew accurately, three 
to five minutes by the clock, stir, and serve.” 


Botanical Gardens to show tea exhibit 
A display of tea plantings will be unveiled at the New 
York Botanical Gardens, The Bronx, on April 21st, it has 


been announced. 
The exhibit will run until after Labor Day. 
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the possibilities of mechanizing 
tea cultivation 


By J. S. WRIGHT 


Decisive changes in tea are fairly easy to see when you're 
looking at history. Trying to see them in the future is an 
entirel} different matter. Yet every industry, every business, 
is required by economic necessity to sift current data for 
possible indications of new, basic trends. 

In tea, one such decisive change is clearly in the making. 


Part 3 


In a commercial experiment which has been in progress 
on the Dickwella Estate for rather more than a year, com- 
plete records of 32 consecutive rounds of mechanical pluck- 
ing have been kept. Whatever these and future records may 
prove in regard to labo. and costs, it is clear that mechanical 
plucking will stand or fall in the long run on its performance 
in regard to bush management (/.e. maintenance of yield) 
and the manufacturing qualities of the leaf. Nor can con- 
clusive evidence of these points be expected until the experi- 
ment has run for at least one complete pruning cycle. In 
the meantime, only 18 months after pruning, and at least 
to the inexperienced eye of the writer, the mechanically 
plucked field appears to have developed a quite outstanding 
bush cover. The writer would also venture the opinion that 
if mechanical plucking proves satisfactory from the stand- 
point of bush management, any shortcomings on the manu- 
facturing side will not be difficult to rectify. 

Over the 32 plucking rounds so far recorded, mechanical 
plucking has given an average daily outturn of 56 pounds 
of leaf per laborer and 112 pounds per machine. This is 
rather more than double the daily average of 25 pounds per 
plucker, which seems to be commonly accepted as a general 
standard for hand work. On the face of it, therefore, 
mechanical plucking offers, as it stands, the possibility of 
reducing plucking labor by something like 50 per cent, and 
overall estate labor by a further 20 per cent over and above 
the saving envisaged in the discussion of weeding, etc. 

In the type of equipment now being used, each plucker 
has a self-contained unit driven by a small high-speed two- 
stroke engine carried in suitable harness on his back. There 
is one box carrier to each plucker and the two men change 
jobs half way through each day's work. Each unit costs 
approximately 1,000 rupees, and 13 such units are being 
used on the 50 acres. This number is known to be ex- 
cessive, and the actual plucking time during each nominal 
ten-day plucking round amounts only to five or six days. 
On the records to date, it is estimated that, working as 
nearly as possible continucusly, one unit could deal with 
seven or eight acres. Plucking costs in 1952 averaged just 
over 30 cents per pound (22.71 for labor and 7.35 for fuel 
and oil). If the entire first costs of the equipment were 
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Whether it happens in the next four years, or in the next 
few decades, tea growing will surely be mechanized. 

Here, from a report in the Tea Quarterly, journal of the 
Tea Research Institute in Ceylon, is a comprehensive revieu 
of the current situation in mechanized tea cultization, with 


specific reference to Ceylon. 


to be written off over four years, depreciation would amount 
to an additional four or five cenis per pound. At the 
moment, therefore, mechanical plucking is not markedly 
cheaper than hand plucking. 

In earlier experimental work, the cutting heads were elec- 
trically driven, a group of six or eight units being supplied 
with power through cables from one centrally-situated gen- 
erator set. But this generator set could not be maneuvered 
into the tea; it could get no nearer than an adjacent field 
path, and long cables had to be used to give the pluckers 
sufficient mobility. It is probable it was the general incon- 
venience of threading long cables in and around closely 
planted tea bushes that led to this system being abandoned 
—in any case, the wear and tear of cables would be likely 
to be prohibitive. 

If, however, in the light of what has been written earlier, 
it becomes practicable in the future for power to be supplied 
at comparatively short range from a mechanically-propelled 
power unit which can maneuver actually in the tea rows, 
the economics of mechanical plucking should be greatly im- 
proved by more systematic working, and by the elimination 
of most of the box-carrying labor. 

Indeed, the writer would go further and suggest that if 
only from an experimental standpoint, the possibility of prun- 
ing the bushes mechanically to a plucking surface plane 
enough to permit of fully-mechanical plucking ought not to 
be overlooked. In this conception, the whole row would be 
pruned originally, and plucked from then on by a wide 
cutter bar attached to, and driven by, the tractor. It would 
be easily within the compass of such an outfit to prune or 
pluck over 3,000 bushes an hour, or seven or eight acres 
a day with one man. 

If mechanical plucking in its present form proves satis- 
factory as regards bush management and quality, there is, 
in the writer's view, nothing fanciful about extending the 
process still further on these lines. Moreover, the potential 
savings of labor and cost are great enough to warrant the 
expenditure of a considerable effort on the necessary ex- 
perimental work. 

Apart from the mechanical pulling out of old bushes, 
which is a relatively straight-forward matter, it has not been 
possible in the short time available to reach any very definite 
conclusions on this subject. So little replanting with vegeta- 

(Continued on page 58) 
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New Teamaker is designed 


for needs of small family 


A new household Teamaker—designed to meet the needs 
of the small family unit or people living alone—has been 
announced by Teamakers, Inc., Chicago. 

The new Teakoe Teamaker is said to produce two to four 
cups of clear and uniform brew. It eliminates the need to 
scour tea leaves out of the old fashioned teapot, and is 
engineered on a new principle for making home tea brew- 
ing as simple as possible. 

The heart of the Teamaker is the removable, stainless 
steel “infusion basket’ which holds the tea.’ Each in- 
fusion basket has 4,000 holes, allowing the water to reach 
the full surface of every leaf, so that every bit of delicate 
flavor can be extracted,’’ the manufacturer explained. 

After brewing, the infusion basket is simply lifted out 
and the wet tea leaves disposed of directly into the refuse 
pail. The tea remains clear and delicious all day, if neces- 
sary; it can't get too strong or bitter while standing, since 
the tea leaves have already been removed. 

Because it is designed primarily for loose tea—the most 
thrifty form of tea—and there is no wastage, the Teakoe 
Teamaker assures every home a minimum of 200 cups of 
tea per pound at an average cost of much less than a cent 
per cup, it was pointed out. 

The new ‘Tea for Two” model is made of heat resistant 
Pyrex glass banded in platinum. The cover and handle 
are black bakelite. A white table tile, with heat-resistant 
cork base, is included in each attractive package. The 
whole unit, selling for $4.95, is now available all over 
the U.S. 


The new "Tea for Two" Teakoe Teamaker. 


Pakistan tea gets good reception 


in South American countries 

Pakistan tea has been getting a good reception in 
South American countries—and steps are being taken to 
introduce it to other Latin American markets. 

During April to November, 1952, shipments to Chile 
and Argentina accounted for 87,000 pounds. 

The demand for tea in these countries is growing, and in- 
creased exports are expected in the coming years. 

Steps are also being taken to introduce Pakistan tea in 
other Latin American countries. 
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Americans are drinking 
more tea, U. S. Board 
of Tea Experts declares 


The upward trend in tea consumption, plus information 
on how to brew properly, hit newspapers, radio, television 
and newsreels in a burst of publicity last month as the U. S. 
Board of Tea Experts met to set minimum quality standards 
for tea imports during the coming year. 

It was the 52nd tea tasting session for the experts, who 
met at the New York headquarters of the Food and Drug 
Administration. 

The board noted in its statements to the press that 
Americans are fast developing a taste for tea. “They are 
drinking over 3,300,000 more cups a day now than a year 
ago, the experts said. 

"The trend for tea has been evident for some time,” they 
pointed out. “Americans are buying more tea. Imports 
for 1953 jumped 11 per cent,” 

The experts give credit for increased popularity of tea to 
the homemakers who have learned to brew it properly. 

Robert H. Dick, secretary of the U.S. Board of Tea Ex- 
perts, is more optimistic than his predecessor concerning 
women’s tea making talents. The former Supervising U. S. 
Tea Examiner, Charles F, Hutchinson, got into plenty of hot 
water last year when he despaired that American women 
would ever learn to boil water, a primary essential in the 
brewing of tea. 

While anyone can learn to brew a perfect pot of tea in one 
easy lesson, Mr. Dick said, he admits that it takes years to 


develop the knowledge of tea which qualifies one to be a 
U. S. tea expert. 

The members of the board include G. T. McCalley, 
Thomas J. Lipton, Inc.; Jack Halloran, Salada Tea Co., Inc. ; 
J. Grayson Luttrell, McCormick & Co., Inc.; Carl Seeman, 
Jr., Seeman Brothers, Inc.; Edward Spillane, G. S. Haly 
Co.; and Joseph Vaskas, The Great Atlantic and Pacific 
Tea Co. 


Police trap narcotics ring using 


“Take Tea and See” as password 


The high price of cotfee and spot commercials for tea 
were used by what police described as one of the biggest 
narcotic rings operating in Harlem. 

Detectives who smashed the ring said they had learned 
the identification code was “Take Tea and See,” theme of 
the Tea Council’s spot commercials on television. 

The detectives used the ‘Take Tea and See’ password in 
making six fast raids on apartments used by the ring. 

In the last raid, when the detectives gave the password, 
the answer came from a music box, inside the apartment, 
which played back the “Take Tea and See’ theme. The 
music-box-playback indicated the leader of the ring was 
there, detectives said. 

“What proved difficult at first,” detectives explained, 
“was that these people were talking about tea and the high 
price of coffee, and their conversation sounded normal until 
we got a tip on the code. 

In underworld argot “tea” also means narcotics, and “C” 
is the symbol for cocaine. 





NEW HEAT SEAL PACKETING 

MACHINE — YOUR GUARANTEA 

OF IMPROVED PERFECT SEAL 
ICED TEA BAGS. 


5 WAYS BETTER BECAUSE... 
1. YOU GET an iced tea bag unconditionally guaranteed 
against breakage 


2. YOU GET a more sanitary iced tea bag... 
wrapped & sealed by machine 

3. YOU GET quality tea bags with or without strings 

4. YOU GET assurance that your rush order will reach you 
on time ... our production capacity tripled. 


5. YOU GET the same high quality EASTERN TEA ... and 
we're holding the price line, so order today! 


made, 





AN EASTERN EXTRA... g@- 2 


Ask about the new T-CANTER Speed 
Service Tea Dispenser . . . Designed to 
Make Better Iced Tea & Sell More Iced 
Tea For Your Restaurant Customers. Ex- 
clusive with EASTERN at factory prices! 











ASTERN SEA CORPORATION 








STATEN ISLAND 10, N. Y. 


DEPT. IT Gibraltar 2-1110 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 


Si SANE Sieh AA AAAS ASTIN i MES 


DEA Ae 


Seer SR 


Dec. YEAR Jan. Feb. Mar. April May June July Aug. Sept. Oct. Nov. Dec. YEAR 
Black 1952 1952 1953 1953 1953 1953 1953 1953 1953 1953 1953 1953 1953 
Ceylon 2.642 42,188 3,546 4,132 4,965 4,676 3,368 3,678 4,060 4,036 4,832 3,976 1,831 2,575 
India 3,593 35,804 343 4,982 3,988 3,288 2,524 2,591 1,432 2,334 3,817 2,335 3,107 
Formosa 115 1,581 _ 70 79 238 52 130 138 159 221 305 404 
Java 570 7,814 296 818 792 543 513 3 887 446 758 587. S28 


Pde were 


Africa 316 1,614 : K 270 437 
Sumatra 120 2.217 2 f 314 287 
Misc. 24 193 35° 8 3 


Green 

Japan 38 2.483 
Misc. heats 118 
Oolong 

Formosa 2 207 
Canton ee 26 
Sentd Cntn chs 32 
Misc. i 


Mixed 4 ¢ 6 — ae 12 


TOTALS 9,400 





7,443 94,559 8,348 8,659 11,601 10,400 9,164 


Figures cover teas examined and passed, do not include rejections. Based on reports from U. S. Tea Examiner. 


498 2: 157 406 87 112 
341 3g 164 518 420 = 239 
45 3¢ é 102 368 = 121 


87 35 OG 314-214 2 2,698 
Rb oes : 68 é 312 


61 ¢ 266 


7,758 8,561 7,061 9,41010,262 6,237 7,536 104,998 9,876 

















Tea Association names representatives 
te Council; Smallwood remains chairman 


Six members of the United States tea industry have been 


named by the Tea Association of the U.S. A. to serve on 
the board of directors of the Tea Council. 

The Tea Council Board also includes representatives of 
India, Ceylon and Indonesia. 

The six U.S. tea men are C. W. Felton, vice president, 
Henry P. Thomson, Inc.; E. C. Parker, president, Tetley 
Tea Co., Inc.; Edgar Pinto, vice president, Salada Tea Co., 
Inc.; Robert B. Smallwood, president, Thomas J. Lipton, 
Inc.; Edward J. Vinnicombe, Jr., McCormick & Co., Inc.; 
Samuel Winokur, vice president, Seeman Brothers, Inc. 

Mr. Smallwood and Mr. Parker will continue as chairman 
and treasurer, respectively, of the Council. 


India, Ceylon, Canada reported 


in agreement on joint promotion 

India, Ceylon and Canada have agreed to launch joint 
tea promotion in Canada starting the middle of this year, 
according to a Colombo report. 

Negotiations between the two producer countries and 


trade circles in Canada during the last few months resulted 
in this decision. 

The producers conducted the negotiations on a govern- 
ment level. 

The Canadian trade will bear a certain percentage of 
the expenses in the joint promotion. 


Max Tito honored at Boston dinner 

Members of the tea industry gathered at the Parker House, 
Boston, to honor Max Tito, who recently retired as manager 
of the tea department of the Salada Tea Co. 

The dinner was a surprise event. Arrangements were 
kept from Mr, Tito, and when he was steered into the Haw- 
thorne Room, he was overwhelmed. 

Among the 61 tea men on hand were 14 from New York. 

C. William Felton, of Henry P. Thomson, Inc., served 
as master of ceremonies. On behalf of the group, Angus 
McAdam presented a 21-inch Philco console television set 
to Mr. Tito.. 

On the committee planning the event were Harry B. 
Leussing, Henry P. Thomson, Inc.; Robert A. Lewis, Jr., 
Delano, Potter & Co., Inc.; Angus W. McAdam, A. W. 
McAdam Co.; J. L. McCormick, J. L. McCormick & Co.; 
and Howard F, Hassam, Irwin-Harrisons-Whitney, Inc. 
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Packaging 


View new trends at Packaging Exposition 


New trends in packaging materials, equipment and methods 
will be checked in April by coffee, tea, spice and flavor 
packers. 

They will be among the more than 25,000 business and 
industrial executives from all parts of the United States and 
a number of foreign countries who are expected to go to 
Atlantic City, N. J., to view the packaging products and 
services of the record 400 companies which will exhibt 
at the American Management Association’s 1954 National 
Packaging Exposition. 

The four-day show—focal point of the multi-billion- 
dollar packaging industry—will occupy the full 130,000- 
square-foot capacity of the Atlantic City Convention Hall 
April Sth-8th, according to A.M.A spokesmen. Along 
with the Exposition, the 17,000 member association will 
sponsor the industry's annual forum, the A.M.A. National 
Packaging Conference, scheduled for April Sth-7th in the 
Convention Hall ballroom. 

Indications are that this 23rd showing of the annual 
exposition will further enchance its status as the largest, 
most varied array of machines, equipment, materials, and 
services for the packaging of consumer and industrial goods 
ever essembled under one roof, the association said. Since 
last years’ record-breaking event the exhibitors list has 
risen 15 per cent. 

Major packaging problems and the solutions arrived at 
by individual companies will be aired at the three-day Pack- 
aging Conference. More than 1,000 executives concerned 
with packaging, packing, and shipping are expected to attend. 

Among the highlights of the conference program will be 
complete case-study reports by three major companies. 

Other conference sessions will be devoted to discussion 
of what lies ahead for packaging. One of the highlights will 
be a forecast of developments that may be just over the 
horizon and how these innovations may revolutionize policies 
and practices. 

The packaging industry is reacting to the intensification 
of business competition with accelerated technical progress 
and greater stress on the package's selling function, according 
to John A. Warren, packaging consultant, American Home 
Products Corp., who is A.M.A. vice president in charge 
of the packaging division, and Flloyd L. Triggs, advertising 
manager, Riegel Paper Corp., who is chairman of the A.M.A. 
National Packaging Exposition exhibitors’ advisory committee. 
Both trends will be reflected in the materials and equipment 
on display at the 1954 show. 

Competitive pressure is stimulating increased research, to 
find new uses and markets and to improve packages and 
equipment, Mr. Warren reported. Better coatings, linings, 
alloys, films and paper products are enhancing the physical 
and protective properties of packages, in many cases at re- 
duced cost. For example, improvements in processing of 
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lighter-weight aluminum foils are creating new fields of 
packaging formerly considered impossible. 

More packaging operations are being mechanized, he said, 
and equipment to run at greater speeds is continually being 
developed. The newer machines also require less mainten- 
ance and are adapted to operation by less highly skilled 
personnel. Close behind the equipment makers are the con- 
tainer manufacturers, who are turning out bottles, cans, and 
cartons with finer tolerances for fast assembly lines. Co- 
operation between users and suppliers is resulting in more 
exacting materials specifications and increased use of quality 
control inspection for incoming materials. 

In terms of merchandising, Mr. Warren declared, packaging 
is entering a new era. Manufacturers are realizing that the 
package is the final contact with the consumer and must do 
the final selling. As a result they are designing packages 
that reflect the manufacturer's integrity, the product's quality 
level, and a tie-in with advertising for visible memory reten- 
tion value. 

The buyer's market, Mr. Triggs pointed out, is encouraging 
better packaging as a part of product improvement, the 
alternative to price-cutting. The buyer gets more for the 
same amount of money through packages that reduce spoil- 
age, avoid waste and keep longer on retail and home shelves. 


Coffee pot sold for $1,300 


An apple-green fluted coffee pot painted with flowers, 
a specimen of late eighteenth century Worcester por- 
celain, was sold at auction for $1,300. 

It was part of a two-day sale in the Parke-Bernet Gal- 
leries, New York City. 


With the introduction of Instant Autocrat Coffee, the Brownell & 
Field Co., Providence, R. |., adopted new packages for its complete 
line. New line (bottom) is aimed at more appetite appeal, easier 
reading, bolder identification, better display. More stress is placed 
on product words. Lettering and background are now uniform. Colors 
are fireman's red on light yellow. 
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Move output goal set by growers 


(Continued from page 19) 





2. Recommended that coffee-growing countries make 


commercial agreements aimed at reducing high export 
taxes and levies. 

3. Recommended that the Pan-American Coffee Bureau 
explain to consumers that the rise in coffee prices is a 
temporary consequence of the lack of balance between 
supply and demand resulting from natural causes. 

i. Recommended that governments of member coun- 
tries compile better coffee statistics, including census of 
trees, farms and crops, with up-to-date monthly and 
yearly figures. 

5. Recommended that the Bureau set up a general in- 
formation service with statistics based on the calendar 
year and including production, consumption and the year- 
end _ situation. 

6. Recommended that the Organization of American 
States provide greater financing for the Inter-American 
Institute of Agricultural Affairs in Turrialba, Costa Rica, 
to enable it to organize a technical coffee information 
center. 

7. Recommended that member countries increase their 
financial allotments to the Bureau in amounts to be de- 
termined at the April meeting in New York City of 
the Bureau’s Board of Directors. 

This conference was chaired by Colonel Francisco de 
Paulo Soares, director of the Brazilian Coffee Institute. 
Andres Uribe, Colombian member of the Bureau’s Execu- 
tive Committee, was vice president. 


First World Coffee Congress 


1. Recognized the vital importance of holding world 
coffee congresses and recommended that the Executive 
Committee of the First Congress consult governments 
of interested countries regarding establishment of a perm- 
anent secretariat for organization of future congresses. 

2. Recommended that producing countries take steps 
to attain balance between production and consumption. 

3. Recommended that a system of*coffee crop in- 
surance be set up in those areas where it does not now 
exist. 

4. Recommended that producing countries take legal 
steps to ban use of the word, “coffee” for any product 
other than pure and unadulterated coffee, and that such 
legislation be extended to countries with whom the pro- 
ducing nations sign commercial agreements, 

5. Recommended fixing of customs duty limits. 

6. Recommended steps by coffee-growing countries to 
prevent re-export of coffee. 

7. Recommended studies by producing and consuming 
countries aimed at reaching agreement on world standard- 
ization of packing, weights and unit pricing. 

8. Recommended sanitation projects in coffee-growing 
areas, establishment of better working and living con- 
ditions, application of suitable labor laws, and financing 
of rural welfare projects. 

9. Recommended that a mechanism be set up whereby 
coffee-growing countries could obtain technical assistance 
and advice as needed. 

This First World Coffee Congress convened after a 
plenary session. It was presided over by Joao Pacheco 
é Chaves, president of the Brazilian Coffee Institute. 
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Mexican-Foods Institute 
gets charter; names 
Coughlen president 


The Mexican-Foods Institute has been granted an Illinois 
charter as a non-profit corporation. 

Formal organization and preparations for incorporation 
were completed in a two-day meeting in New Orleans. 

Elected as the Institute’s first-year officers were: William 
Coughlen, Walker's Austex Chili Co., Austin, Tex., presi- 
dent; Edward J. Stenger, Stegner Food Products, Cincinnati, 
first vice president; E. George Lambrecht, Gentry, Los An- 
geles, second vice president; M. F. Lynch, Quaker Oats Co., 
Chicago, treasurer; and Franklin R. Ullrey, Tower Publicity, 
Inc., Chicago, secretary. 

Two-year directors: Frank Cuellar, Sr., Cuellar Foods, Inc., 
Dallas, Tex.; R. G. Scarborough, Rosita Products Co., 
Phoenix, Ariz., and Louis Stumberg, Patio Foods, Inc., San 
Antonic, Tex. 

One-year directors: J. A. Thomas, Rutherford Food Corp., 
Kansas City, Mo.: Joseph G. Curry, Curry Mfg. Co., San 
Antonio, Tex., and George Ashley, Sr., Ashley’s, Inc., El 
Pasco, Tex. 


Society of Flavor Chemists holds first meeting 

The Society of Flavor Chemists held their first regular 
meeting at the Little Venice Restaurant, New York City. 
Technical representatives of most of the leading suppliers 
of basic flavoring materials were present. 

The purpose of the organization is primarily social, but 


occasionally informal talks on matters of mutual interest 
will be the order of business. 

Jack Bouton was elected temporary chairman at this meet- 
ing. Those interested in the group may contact him at 
Synfleur Laboratories, Monticello, N. Y. 


New line of dry soluble seasonings announced 


A new line of dry soluble seasonings has been announced 
by Dodge & Olcott, Inc., New York City. 

To manufacture the seasonsings, a completely new line 
for D & O, a large plant was constructed in Hawthorne, 
N. J., manned by a special technical staff. 

The dry solubles are prepacked in batch lots for individual 
requirements, in containers of the finest possible materials 
and shipped in fiber drums, or as most desirable for the par- 
ticular product involved. In addition to being a marked 
convenience, this will also go far toward protecting the 
products during storage. 

Labeling of bags and drums is such that the most rigid 
requirements of the Food and Drug Act, as well as the Meat 
Inspection Division, are met, it was explained. 


Named director of advertising for MM&R 


Magnus, Mabee & Reynard, Inc., announces the ap- 
pointment of Bernard Jeffs as director of advertising. 

He was formerly vice president in charge of sales and 
advertising for Reed & Carnrick, and account executive 
for Cortez F. Enloe, Inc., New York advertising agency. 

This appointment, states Percy C. Magnus, president 
of MM&R, is synchronized with a broad program of 
research and development to facilitate further expansion 
in world markets. 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 
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per 


cultivation and marketing of the world’s leading spice 


By E. BROWN and Miss D. E. READER, Colonial Products Advisory Bureau (Plant and Animal) 


London 


This summary of the cultivation and marketing of pepper, 
from Colonial Plant and Animal Products, provides a suc- 
cinci but comprehensive reference on the subject. 


Part 2 


Once established in the field, the vines should receive 
applications of manure frequently. Most growers recom- 
mend keeping the surrounding soil well cultivated and free 
from weeds, at least for the first year. After this initial 
period, clean weeding is often recommended, although re- 
cent work in Sarawak indicates that it is unnecessary and 
may be undesirable. In some areas, irrigation may have 
to be resorted to during the dry season, especially when 
establishing a pepper garden, Chinese growers often protect 
the roots of the vines with cut grass or leaves, and in Sarawak 
mulching with gambier refuse used to be widely practiced 
with beneficial results, particularly in helping to maintain 
growth during a dry spell. 

Adequate manuring is essential for the successful cultiva- 
tion of pepper. In the past burned earth was considered 
essential, particularly in Sarawak, where it was estimated 
that some five or six acres of land were required to maintain 
one acre of pepper. However, since the war the pepper 
gardens there have had to be re-established and the work 
of the Department of Agriculture has shown that bean meal, 
fish and prawn refuse, and, whenever obtainable, guano and 
artificial fertilizers are all most satisfactory. Although 
burned earth is still employed by many of the Chinese in 
Sarawak, its use is believed to be on a much reduced scale 
compared to before the war. 

In Sarawak, it has also been found that digging in cover 
crops of Crotalaria and Calopagonium and thick mulching 
with lalang have been beneficial, together with the use of 
potassium muriate and rock phosphate in addition to guano. 

In Thailand, however, it has been reported that the use of 
commercial fertilizers was harmful in many instances, and 
growers there now recommend their judicious use in com- 
bination with burned earth and such organic manures as 
dung. 

In Malabar, fish manure is reported to be applied at the 
rate of about one-half pound per vine at regular intervals. 
In addition, cattle manure is often used. 
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In Bangka the vines are usually manured twice a year. 
For a long time the chief fertilizer was burned earth, next 
came groundnut cake, fish waste and dung. In recent years, 
however, manuring with artificial fertilizers has largely re- 
placed burned earth, but, it appears, not everywhere with 
very good results. 

Periodic pruning is necessary as the plant grows to prevent 
its becoming bushy at the top. In Malaya the vine is heavily 
pruned when a year old to induce lateral branching, the 
object being to cover the post with a mass of growth from 
the ground to the top. In Sarawak it used to be customary 
for the plants to be first trained round the base of the support 
to form a ring, thus ensuring a strong vigorous rooting sys- 
tem. Nowadays two cuttings are planted on either side of 
the stakes and allowed to climb. This system, known as 
“two fighting bulls’, makes it possible to obtain the first 
crop of pepper after three years instead of possibly six to 
12 months later, as with the older system. The more ex- 


Members of the American Spice Trade Association in their "fun 
room" at the Western States Meat Packers’ convention. The men 
include Ken Crumley, Cal-Compak Co.; Harold Pauli, R. C. Pauli 
& Sons; Paul Pollezck, Ziel & Co.; Frank Frelleson, B. C. Ireland, Inc.; 
Tom Pauli; Leonar Rassumesser, McClintock Stern Co.; Ray Graham, 
A. Schilling & Co. All are from San Francisco. 
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perienced growers, however, attribute the decline in vigor of 
the pepper plant that has occurred in recent years to the 
adoption of this system. 

Pepper is subject to a number of diseases and pests and 
reports on research on this subject date back to about 1880. 
One of the most important diseases, which at one time al- 
most wiped out the pepper industry of Sarawak, is the ‘‘black 
berry’’, caused by a brown alga, Cephaleuros mycoidea. This 
attacks the skin of the berries, which become spotted, and 
seriously attacked berries turn black and drop prematurely. 

It is generally considered that black berry disease only 
attacks vines already on the decline and that efficient cultiva 
tion methods with adequate fertilizing would do much to 
prevent this and other diseases to which pepper is subject. 

(To be continued) 


ASTA gets set for Lake Placid convention 

Plans are well underway for the 1954 convention of 
the American Spice Trade Association, to be held May 30th- 
June 2nd, at the Whiteface Inn, Lake Placid, N. Y. 


Spice men and friends in allied trades, who have been ~ 


present at previous conventions, are looking forward to this 
one, ASTA’s 48th annual meeting. 

They are expecting efficiently run, resultful business ses- 
sions. They are also anticipating more of the delightful 
entertainment, by and for spice folk, which marked past 
cenventions. 

Preparations are also being made for spice conventioneers 
to take advantage of the sports facilities at the resort. 

People who know say the timing is just right to catch 
spring in the Adirondacks at its best. 





Produces Pepper 
and Allspice without // 


SCHUTZ-O'NEILL ROLLER MILL 


Primarily a granulator, the new Schutz-O’Neill 
Ball Bearing Roller Mill cuts down the amount of 
powdery residue in the ground product. Double 
grinding action with two pairs of rolls develops 
capacity of 350 to 400 lbs. of pepper per hour. An 
elevator delivers it to the gyrator sifter. If you will 
advise us of your requirements, our engineers will 
recommend a suitable mill plan tailored for your plant. 
Write for literature. Also makers of 


CN SCHUTZ-O'NEILL GYRATOR SIFTERS, PULVERI- 


Pestastisnen )  ZERS, RECEIVER BOXES, HAMMER MILLS. 
{i SCHUTZ-O'NEILL Co. 


327 PORTLAND AVE. * MINNEAPOLIS 15, MINN. 
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Coffee prices-and the American consumer 
(Continued from page 21) 





concentrates have constituted a great proportion of the 
United States coffee news during the past year. Even the 
experts are not in complete agreement as to how big a future 
in store for soluble coffee. 

But there has been one notion about solubles that has 
the ring of alarm in it—and I hasten to add that most 
American observers consider it a false alarm. That is the 
notion that the skyrocketing popularity of soluble coffee will, 
in the long run, result in a decline in their total consumption 
of all forms of coffee. 

Let me assure you again that the great majority of United 
States coffee men harbor no such fears that soluble coffee 
will prove a Frankenstein for the industry. Far from being 
worried that the creature might one day destroy the creator, 
they envision a whcle new era of coffee progress—with the 
soluble product relying inescapably and with increasing need 
upon the green and roasted bean. As long as soluble coffee 
contiues to be coffee, it can’t be produced from any other 
source material than the bean. The larger the volume of 
soluble coffee produced—the greater the quantity of raw 
coffee that will be needed to produce it. 

It is extremely significant to note that, in a survey under- 
taken recently, one of the world’s best-known market analysts 
found regular coffee enjoying a steady sales increase during 
the very period in which soluble coffee sales were soaring to 
all-time records. 

No, we in the United States are not worried about the 
future of soluble coffee. Rather, we see it as a powerful 
augumenter of regular coffee consumption. 

This is a brief report on the situation as we see it in 
the United States. However, I would be remiss if I did not 
add that while there is evidence of aa upward trend in the 
cup consumption of coffee in the United States there is a 
greater increase percentage-wise in the consumption of other 
beverages like milk, tea, beer, soft drinks and frozen fruit 
juices. 

Coffee is meeting with stiffer competition and is suffering 
from consumer resistance because of its all-time high price. 
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lead number and vanilla quality 





By JAMES J. BRODERICK, Flavor Chemist 


In a previous article, we discussed the importance of 
vanilla color as a real measure of vanilla quality.’ In this 
article, we would like to reverse our train of thought and 
discuss the unimportagce of the Lead Number as a 
measure of vanilla quality. 

The Lead Number, as normally performed, is a measure 
of the amount of lead precipated when added as a soluble 
salt (lead acetate) to a sample of vanilla extract. Soluble 
lead is precipitated by vanillin and related compounds, 
pectins, certain salts, vanilla resins, etc. 

Thus, the Lead Number 
is a sort of catch-all which 
should indicate (everything 
else being equal) the quan- 
tity of material extracted 
from vanilla beans. Indeed 
the Lead Number is a valu- 
able test on one’s own manu- 
facture when a_ standard 


method of manufacture is 
used on a more or less uni- 
form quality and blend of 


beans. In this case, the Lead 
Number indicates whether 
the process was run correctly 
and if the beans were up to the usual quality. However, 
assuming we are using the Lead Number as a measure of 
quality on a variety of extracts, some of which may be 
sophisticated, this test is usually meaningless. 

Perhaps the most significant work relating to the value 
of Lead Number was that of Purcell.* He evaporated a 
vanilla extract to dryness and then extracted the residue 
with various solvents. as follows: 

Petroleum ether, which extracts the ethereal and fatty 
oils present in the extract. 

Ethyl ether, which extracts vanillin and resins and con- 
tains the aromatic portion of the vanilla. 

It was found that 7 to 17 per cent of the total Lead 
Number came from the combined petroleum ether and 
ethyl ether extracts, which represent the bulk of the 
flavor of the extract. 

Absolute alcohol, which extracts largely reducing 
sugars plus small amounts of resins and tannins. This 
portion gave a strong reducing action with Fehling’s 
solution and had little or no flavor value. From 13 to 
20 per cent of the total Lead Number came from this 
portion. 

Water, which extracts gums and related compounds, 
pectins, organic and inorganic acids, some reducing and 
non-reducing sugars, other carbohydrates, proteins, etc. 
From 65 to 80 per cent of the Lead Number comes from 
the water extract, which has practically no flavor value. 

We have always based our analytical evaluation of 
vanilla on the import resin-color bearing portion of the 
bean. With this thought in mind, we attempted to 
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elaborate on Purcell’s work by analysis of Mexican and 
Tahiti vanilla beans. We precipated and separated the 
resins from a standard strength extract made from these 
beans and then reconstituted them to the original volume 
of the extract with 35 per cent ethyl alcohol. Next a 
Lead Number determination was run on the reconstituted 
extracts and compared to the original extracts. It was 
found that the Lead Number from the resins was, in the 
case of the Mexican beans, 18.1 per cent of the total 
Lead Number; and, in the case of the Tahiti beans, 13.6 
per cent of the total Lead Number. 

The extracts tested were prepared by maceration with 
a 60 per cent alcohol menstrum, which was a higher 
alcoholic percentage than used by Purcell. In this case, 
it is natural to expect a little higher ratio of resin Lead 
Number to total Lead Number. We feel that this ratio of 
resin Lead Number to total Lead Number may be a valu- 
able tool in determining vanilla quality, just as we feel 
that a very important key is the ratio of resin color to 
total vanilla color. This, however, is a subject for future 
discussion. 

From what has already been discussed, it is obvious that 
the Lead Number cannot be a measure of vanilla quality, 
since the bulk of the material precipitated by the lead 
acetate solution is the water soluble material that has 
little relation to real vanilla flavor. By using a lower 
alcoholic percentage in extracting, by pulverizing the 
vanilla beans, by increasing the temperature during ex- 
traction, or by the addition of alkali, more material is ex- 
tracted and consequently a higher Lead Number is ob- 
tained. More often than not, this will mean poorer flavor 
quality rather than better. 

Of course, the addition of almost any product con- 
taining salts or pectinous material will increase the Lead 
Number of a vanilla extract. Additions of this type are 
detected by the appearance of the extract during anaylsis 
especially the color and character of the lead precipitate 
and its supernatant liquid, or else by specific analytical 
tests. If products that are added are colored, the Marsh 
test, or tests for caramel or tannin, may aid in their de- 
tection. A complete analysis of the ash is also helpful in 
adulterations of this type, when there is a difference in 
the constituents of the ash of the added material and the 
original vanilla extract. 

In addition, there are specific tests for prune juice,’ 
wine,’ St. John’s Bread‘ and Cherry Bark extracts’ and 
other. known adulterants. Since a good many pectinous 
materlals are fruit products, an examination for acids, 
such as citric, tartaric, and malic, is often revealing. 

It has been known for some time that the Lead Num- 
ber has little correlation with vanilla quality. Never- 
theless the necessity of maintaining a fixed value of 
Lead Number has been responsible for the distortion 
of vanilla extraction so that higher analytical values could 
be obtained. This is usually at the expense of better 
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vanilla flavor. The number of adulterants devised to ob- 
tain the same results has also been enlightening. 

We trust, therefore, that any new standards for vanilla 
take a realistic view on the value of Lead Number as an 
analytical tool. 
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George Tombak forms new essential oil firm 

George J. Tombak, associated with the aromatics section 
E. I. du Pont de Nemours & Co. for the past 20 years, 
recently announced the formation of Reynaud, Ltd., New 
York City. 

The new company makes available a full line of essential 
oils, natural floral oils, perfume compounds, aromatic chemi- 
cals, flavors and specialties. Reynaud, Ltd., is the exclusive 
representative for S. Reynaud et Fils, well-known French 
suppliers, handling their French, French-Colonial, Spanish 
and Far Eastern essential oils. 


Cady elected vice president of Nestle 

The board of directors of The Nestle Co., Inc., has 
elected Donald Cady vice president. 

Mr. Cady will be in charge of all advertising and 
merchandising activities of the company, according to 
an announcement by the company’s president, H. J. 
Wolflisberg. 


Mechanizing tea cultivation 
(Continued from page 49) 





tively propagated material has yet been done that there is no 
settled procedure, nor any definite standard of costs, against 
which to judge the possibility of effecting reductions by 
mechanization. 

In almost all circumstances, the pulling of bushes by me- 
chan‘cal winch is likely to be far cheaper than grubbing 
them out by hand. In one instance, using a tractor-mounted 
winch—the over-all cost of which, including the driver and 
four other laborers, should not have exceeded 32 rupees a 
day—bushes are being pulled at an average rate of about 
one a minute. Winching has the added advantage that it 
disrupts the soil as effectively as a separate sub-soiling opera- 
tion. Mechanical bush-pulling has also been done satis- 
factorily with portable engine-driven winches. Where it is 


proposed to fit winch attachments to the tractors already 
used for haulage, a word of caution may not be out of place. 
Dynamometer measurements made on two estates showed 
that the uprooting of quite ordinary-looking bushes may need 
pulls of over 8,000 pounds. This work is, therefore, rather 
too heavy for the winches of five tons nominal capacity that 
are commonly fitted to light haulage tractors. 
(To be continued) 


Marketing coffee through foodstores 
(Continued from page 28) 





leadership and maintained leadership—under our modern 
economy—is an open mind and an aggressive policy toward 
innovations. And it refers to innovations in both product 
and production and marketing methods. The case for in- 
novation is proved in a most convincing fashion. 

Thinking about this, it occurred to me that it would be 
interesting and useful to find out whether this conclusion 
is applicable to the food industry—especially when leader- 
ship is measured separately for each commodity, rather than 
for entire corporations. So I made such a study, based on 
Nielsen Food Index records. Although it was practicable 
to carry it back only 12 years, it already reveals the very 
interesting fact, among the 100 leading brands in 1942, 
30 had lost their leadership by 1948. And by 1953, nine 
of these 30 had been displaced! 

If you could see the details of this study, I’m sure you'd 
agree that the major characteristic which has distinguished 
the winners from the losers has been the same in the food 
industry as the Brookings Institution found it to be for 
American industry as a whole—namely, an open mind and 
an aggressive policy toward innovation, in product, in pro- 
duction methods and in marketing methods. 


Coffee men meet crisis 
(Continued from page 16) 





called by the Housewives League of Richmond, Va. 

In New Orleans, W. D. Roussel wrote a letter to the 
editor of the Shreveport Times explaining the reasons for 
the coffee price rise, and questioning increases put into ef- 
fect by many restaurants. The letter resulted in an editorial 
in the newspaper. 

The American Coffee Co., New Orleans, was helping to 
arrange a coffee display in one of the largest department 
stores in the city. 
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By MARK M. HALL 


@ @ Coffee men, when asked the state 
of the market, say they are releasing 
their opinion on one condition, that they 
are not to be quoted by name. 

There is one exception, however. When 
Clarence Levy was asked this question, 
he said he could discribe the picture 
with one word, and could be quoted: 
“Bewildering”. 

Green men could sell more coffee if 
they could get the offerings. Roasters 
are buying lest the price go higher, and 
always with the fear of a_ percipitous 
downward plunge. No one is_ saying, 
even with a faint degree of confidence, 
how the market is going to behave. 

If this country had to depend entirely 
on imports for enough coffee to go around, 
it would not have enough. There is prac- 
tically no spot coffee and few afloats. 
The Central American crop is cleaned 
up and we are on the tail end of the 
winter crop in Colombia. The Brazilian 
crop will not begin to come in until 
June and July. Fortunately, domestic re- 
serves are about three million bags, as 
against two million in previous years, 

Crops in Central America, which have 
not been sold, are held by the farmers. 
With the proportion sold, they have paid 
off their obligations, and can now sit back 
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and wait for higher prices. The United 
States consumes 21,000,000 out of the 
33,000,000 bags of coffee consumed in 
the world. Good coffee drunk by Eupro- 
peans is the privilege of the well-to-do 
and they will pay the price. They have 
outbid American buyers in Centrals. There 
is just not enough coffee being produced 
today to satisfy world demand at reasona- 
ble prices. 

It remains to be seen whether high 
prices cut down consumption in this 
country. So far, there are few reports 
by roasters that people are not buying 
coffee as usual. 

@ @ The tea business is running on high. 
This seems to be the condition all over 
the country. Big packers are trying to 
hold down their prices in order to take 
full advantage of the present situation. 
However, they are confronted with rising 
prices from producing countries. They 
want to hold new customers they have 
made with the public. 

@ ®@ Lee Elliot, of the Defiance Tea & 
Coffee Co., Portland, Royal Frew, of 
Wason Bros., Seattle, and Charles None- 
macher, of the jewel Tea Co., Los 
Angeles, were in San Francisco last month 
to attend the board of directors meeting 
of PCCA., 

@ @ Bill Lynch, of W. R. Grace, and 


in Central America last month, each try- 
ing to find out for their respective com- 
panies what was going on in the coffee 
business. 
® ® According to Stanley Evans, of the 
Harbor Board, Port of San Francisco 
imports of coffee for January, 1954, were 
15,527 tons. In January of last year it 
was 7,737 tons. This continues the in- 
creases reported last year. 
8 8 Weldon H. Emigh was in Los 
Angeles last month. 
@ @ Haas Bros, recently appointed W. 
H. (Bill) Hughes co-manager with W. 
S. Rathy of the green coffee department. 
Increased activities of this division 
of the company made advisable the pro- 
motion of Bill Rathy, who has been with 
the firm for 15 years. He is well known 
and well liked in coffee circles on the 
Pacific Coast. His many visits to the 
producing countries has made him very 
familiar with conditions there, and given 
him very broad contacts among producers 
and exporters. 
@ @ Fowler Wood, former salesman for 
Thomas J. Lipton, Inc., in the Phoenix, 
Arizona, area, has been appointed sales 
supervisor for the northwest, with head- 
quarters in Seattle, Washington. 
@ @ Adrian Falk, of S & W Fine Foods, 
recently returned from a visit to their 
plant at Bradenton, Florida. It is there 
the company carries on its grape fruit and 
orange juice canning, On his way back, 
he took in the National Canners Conven- 
(Continued on page 63) 
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8 8 Something new has been added to 
the coffee scene in this bailiwick—al- 
though it’s also to be found elsewhere 
around the country. We're referring to 
the questionnaires distributed to coffee 
men by the Federal Trade Commission 
investigators. 

There’s always something about a gov- 
ernment form asking details about your 
business operations which sparks resent- 
ment. That's especially true of these 
forms 

There’s an implication in the very ask- 
ing of the questions that somehow you 
might be responsible for the price situ- 
ation. That’s one reason coffee men don’t 
like these questionnaires 

Another is that the questionnaires are 
just another factor to consume time when 
there are enough headaches as is, and 
some over. 

Moreover, as one Front Streeter put 
it, “the darn things aren’t going to do 
good anyhow—they’re not going to cut 
coffee prices any.” 

Another Front Street coffee man put 
this view on the investigations: If there 
really was something funny going on, 
causing the price increases, the flood of 
investigators and hearings should certain- 
ly have driven the ones responsible to 
cover, and prices should have fallen. 

Instead, with the investigations going 
full blast, and with FTC _ investigators 
underfoot and coffee men making the 
trek to Washington, D.C., for hearings, 
prices have continued to set new historical 
highs. 

Nevertheless, coffee men here are co- 
operating on the questionnaires as best 
as they can. 


“But,” one Front Street broker said, 

“We don’t have to like it, do we?” 
8 ® The coffee industry is mourning the 
passing of Philip Wechsler, who founded 
what is now one of the largest wholesale 
coffee houses in the country, Ph. Wechs- 
ler & Son, Inc., New York City. 

Mr. Wechsler died at the Lenox Hill 
Hospital at the age of 79. 

He was also chairman of the board of 
Riker’s, Inc., the restaurant chain. 

Mr. Wechsler is survived by two sons, 

two daughters, 12 grandchildren and nine 
great-grandchildren. 
@ 8 The Green Coffee Association has 
accepted with regret the resignation of 
Herman F. Baerwald as a director of 
the organization, 

The board elected Charles T. Ney, of 

the A.C. Israel Commodity Co., Inc., to 
serve as a director for the balance of Mr. 
Baerwald’s term, which expires in 1955. 
@ @ Edward Wesley Van De Water has 
been elected to membership in the Green 
Coffee Association. He makes his head- 
quarters at the Ausch Coffee Co., 111 
Wall Street. 
@ ® Revised storage and warehouse rates 
have been filed by the Arbuckle Jay St. 
Terminal, Inc. The new rates, which are 
effective April Ist, are as follows: 

Weight up to 160 pounds—storage 10 
cents, handling 25 cents. 

160 to 180 pounds—storage 11 cents, 
handling 27 cents. 

180 to 200 pounds—storage 12 cents, 
handling 29 cents. 

200 to 240 pounds—storage 13 cents. 
handling 21 cents. 

The rates were presented without prior 
discussion, it is noted by Fred C. Byers, 


chairman of the Traffic and Warehouse 
Committee of the Green Coffee Associ- 
ation. 

Changes were also made in various 
miscellaneous charges by these warehouse 
companies. 
= @ Captain Westy Leth, Santos man- 
ager for the Moore-McCormack Lines, 
who is widely known in the coffee in- 
dustry, sailed for Brazil with his wife 
aboard the Argentina after several 
months of vacation in the States. 

While here, he visited Moore-McCor- 
mack oftices as well as members of the 
trade, 

He also took an auto trip to Los Ange- 
les, stopping off to see his friends in the 
industry along the way. 
® ® George McAvoy, who is assistant 
secretary treasurer of J. Aron & Co, 
Inc., is back after a trip of nearly two 
months to Brazil. 

He went down on Moore-McCormack’s 
Argentina, and came back by plane. 

While in Brazil he checked on the frost 

situation and on conditions generally, 
and visited growers as well as members 
of the industry in Santos, Rio and Para- 
nagua. He also attended the first World 
Coffee Congress in Curitiba. 
8 @ Arthur Anisansel, of Hard & Rand, 
Inc., is back on the street after a seven- 
week trip to Brazil. Accompanying him 
were his wife and two children, a son 
of seven and a daughter, five. 

A sign of the times was the fact that 
they went down to Brazil by boat, but 
came back by air. 

While in Brazil, Mr. Anisansel visited 
Hard & Rand's offices in Santos, and also 
Pinho Guimaeraes S. A., well known 
shippers represented here by Hard & 
Rand, Inc. 

On their way back, the Anisansels made 
a stop-over in Lima, Peru, to see the 
sights. 
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View 


By W. McKENNON 


ee WwW. LD. Roussel of W. D 
& Company, Inc., was appointed by Gov. 
Robert F. Kennon as a member of the 
Dock Board here recently. Mr. Roussel 
succeeds Leon Irwin, Jr 

Mr. Roussel is founder and president 
of W, DD. Roussel & Co., Ine., and is 
prominent in the New Orleans Green 
Coffee Association and the National Coffee 
\ssociation, as well as_ the 
Trade here. He is also a member of the 
executive committee of the Public Belt 
Railroad. 

Members of the trade are gratified that 

aman of Mr. Roussel’s integrity and con- 
scientious effort now serves on the Dock 
Board, which plays such an important 
part in the welfare of New Orleans. 
8 8 President A. C. Cocke of the New 
Orleans Board of Trade, Ltd., on January 
27, announced the following appointments 
to represent the board on other organiza- 
tions 

Charles W. Frank Sr. and Ben C 
Pitts, delegate and alternate, respectively, 
on the board of the New Orleans Traftic 
and Transportation Bureau. 

Thomas R, Spedden and J. Emmett 
Farrell, delegate and alternate, respective- 
ly, on the Port Commerce Committee. 

Harry X. Kelly, national councillor for 
the Chamber of Commerce of the United 
States. 


Roussel 


Soard of 


The executive committee for 1954. in- 
cludes W. C. Englisbee, chairman, Harry 
X. Kelly, vice chairman; C, A. Bertel, Sr. 
B. T. DeBardeleben, A. H. Hanemann, 
C. A. Nehlig, E. T. Colton, B. C. Pitts 
and J. Ek. Power 

The finance committee includes Harold 
Scherer, chairman; C. E. Drumm Sr. 
vice chairman; T. J. Conroy, P. G. Ricks, 
W. 1). Roussel and T. J. Wallbillich. 
@ @ Felix J. Vaccaro has announced that 
his firm is now represeting the East Asi- 
atic Co., New York City, in the New 
Orleans area and surrounding territories. 
8 8 Oscar Z. Levy, Jr. of Vicri, S. A., 
Rio de Janeiro, is visiting New Orleans, 
making his headquarters at J. Aron & Co., 
Inc 
® ® Jack Dinos and his bride spent part 
of their honeymoon in New Orleans re- 
cently. Mr. Dinos is the son of John 
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Dinos, of the Mocha Coffee Co., Atlanta, 
(ia 
@ @ Friends in the trade were saddened 
to learn of the death of Edward Miles 
Wilkinson, 60 retired coffee importer. 
Mr. Wilkinson, educated at Loyola 
University, was associated with Westfelit 
Bros. befere going to New York City 
in 1921, where he was associated with S. 
\. Schonbrunn & Co., until 1951, when he 
organized his own jobbing business. 
Survivors include the widow, Mrs. 
Clara Wilkinson; a sister, Mrs. Herbert 
S. Thomson, of Corte Madera, Calif., 
and a brother, Maunsell White Wilkin- 
son of Covington, La. 
@ 8 Adolph C. Ricks, of Adolph C. 
Ricks & Co., flew to Brazil on business 
recently. 
@ @ Glendy Munson has returned from 
a trip through his territory in the interests 
of Lafaye and Arnaud. 


e 
St. Louis 
By LEE H. NOLTE 
@e The regular meeting of the St. 
Louis Coffee Club was held at the York 
Hotel. A_ resolution was passed that 
members of the coffee industry now re- 
tired are eligible to become honorary 
members in the club. 

It therefore pleases us very much that 
Giwynne Evans, former president of the 
David G. Evans Coffee Co.; William M. 
Shields, former secretary-treasurer of the 
company, and F. E. Norwine, former 
presidaut of the Norwine Coffee Co., will 
be so advised immediately by the secre- 
tary. 

We look forward to having them with 
us at our regular meetings and at the 


various parties. 

At the same meeting, the annual elec- 
tion was held with these results: 

President, Walter Landman, secretary 
of the General Grocer Co.; vice presi- 
dent, Leon Storms, of the St. Louis of- 
fice of Otis McAllister; treasurer, Don 
Hawken, of the Thos. W. Hawken Co., 
coffee brokers; secretary, Wallace Rey- 
nolds, special representative on coffee bags 
and multi-wall paper bags for Arkell & 
Smith. 

The new officers tell us they are look- 
ing forward to a big year for the St. 
Louis Coffee Club. 


Minneapolis 
By HARRY RILEY 


® ® Roland Nisben, formerly with the 
institutional department of Griggs Coop- 
er & Co., St. Paul, for the past 30 years, 
has joined the Atwood Coffee Co. sales 
force, reports Harry Riley, general sales 
manager of the company. 

The Atwood Coffee Co. recently took 
over the coffee roasting department of 
Griggs Cooper. 

Mr. Nisben will work in the same ca- 

pacity as he did with the St. Paul firm, 
calling on institutions, hotels and res- 
taurants. 
88 The following members of the 
Northwest Coffee Roasters Association 
met at the Covered Wagon for their 
regular session: 

Robert McGarvey, Sr., president, Mce- 
Garvey Coffee Co.; Don Asplund, general 
sales manager, McGarvey Coffee Co.; 
Les Clark, general Nash Coffee Co., St. 
Paul, Minn.; Willis Krumpleman, New 
York Tea Co., St. Paul, Minn.; Ed 
Mannerberg, Minneapolis Coffee Co.; 
Paul Eibert, Eibert Coffee Co., St. Paul, 
Minn.; Don Robinson, Nash Coffee Co.; 
John Lambros, M. B. Coffee Co.; Paul 
Benson, Osgood Coffee Co.; Paul Holt, 
Holt Coffee Co.; Phillip Hawthorne, 
purchasing agent for the Atwood Coffee 
Co. 

The Northwest Coffee Roaster Associa- 
tion elected the following officers for the 
coming year: 

Lester Clark, president; John Andresen, 
vice president; E. C. Mannerberg, vice 
president in charge of restaurants; Fd- 
ward Kemmeling, secretary-treasurer. 


Southern California 
By VICTOR J. CAIN 


eew. B. “Beck” Rowe, of Bunge 
Coffee, Inc., recently came to Los Angeles 
and called on the coffee trade. 

ge @ Bill Waldschmidt, of Otis MeAllhs- 
ter, Los Angeles, recently returned from 
the First World Coffee Congress held in 
Curitiba, Brazil. 
@e@ james L. Duff, agent for Leon 
Israel & Bros. in Los Angeles, just went 
through a most harrowing experience, 
due to the heavy rainstorms which hit the 
Southern California area. A short while 
ago a giant forest fire swept everything 
in its path, leaving little or nothing in the 
way of shrubs, trees, etc. Then, with this 
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torrential rain, the water just rushed 
down the mountain side and flooded the 
whole area of Sierra Madre, Calif., and 
surrounding suburbs, which included Jim’s 
ranch. Fortunately, due to an obstruction 
in the street, the stream was diverted in 
another direction. This made the dif- 
ference between having a dry house 
and or six feet of water in the living 
room. Right now it can be reported that 
all is well again in that area, but one only 
can hope for none too heavy rains in the 
immediate future. 


@ 8 William A. White, of the Huggins- 
Young Coffee Co., made a flying trip to 
Mexico for a delightful week of hunting, 
and returned with some mighty _ fine 
prizes. 


@ @ Bill Morton, of W. J. Morton, Inc., 
recently made a trip to San Francisco 
to call on the trade. While there, Bill 
made his headquarters with E. A. John- 
son & Co., and Bunge Coffee, Inc. 


® ® Lou King of Haas Bros., San Fran- 
cisco, came to Los Angeles for a few 
days of balmy Southern California 
weather. While here, Lou saw many of 
his friends. 

@ ® Moore-McCormack Lines, Inc. held 
a luncheon at the Statler Hotel, to honor 
Capt. “Westy” Leth, Manager of Moore- 
McCormack Navagacao, Santos, Brazil. 
Andy Smith and Ray Abbott acted as 
hosts, and were ably assisted by Howard 
Padgett and Ted Unmack. Those attend- 
ing from the coffee trade included T. R. 
Lingle, Earl Lingle, Charles Nonemacher, 
Herman Landon, Thomas Halpin, Edward 
\pffel, Irving Manning. W. H. Kunz, 
H. O. Knecht, James L. Duff, W. J. 
Morton, C. E. Mack, Walter Dunn, 
George Ettinger and Vic Cain. 

The luncheon was most successful from 
all points of view, and was highlighted 
by several words from “Westy” regarding 
the actual conditions of the plantations 
in Brazil. From what we gathered, it 
is not too good, 

@ 8 Arthur Woefel, of J. Aron & Co., 
Inc., San Francisco, stopped in Los An- 
geles to call on the trade 

@ 8 Carl J. “Jack” Gravesen, Pacific 
Coast manager of Moore - McCormack 
Lines, Inc., recently passed away at the 
age of 49. Jack was well known to a 
host of people in the import-export busi- 
ness, as well as in the coffee trade. Jack 
will be sorely missed in steamship circles, 
and by his many friends elsewhere. 

@ 8 Mr. and Mrs. Bill Waldschmidt, of 
Otis McAllister, Los Angeles, recently 
attended the first World Coffee Congress 
at Curitiba, Brazil. Bill intends to re- 
turn by plane, while his wife, Thelma, 
takes the slower but more comfortable 
return by luxury steamer. 

@ 8 Mr. and Mrs. T. R. Lingle, of the 
Lingle Bros. Coffee Co., Los Angeles 
coffee roaster, and Mr. Leonard Koppel, 
of Koppel Bros., certified weighmaster in 
this area, saw the old vear out, and the 
new year in at the beautiful Desert Inn 
situated in Las Vegas, Nevada. 

@ @ \\illiam Seeley, of J. A. Folger & 
Co., San Francisco, is now making a 
sales survey of the Southern California 
area. He is expected to remain in and 
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around Los Angeles for a period of two 
months. 

eeN. R. “Blue Eyes” Johnson, of FE. 
A. Johnson & Co., spent several days in 
Los Angeles calling on the trade. 

8 8 Mr. and Mrs. John E. Mack, of the 
E. B. Ackerman Co., Inc., left for New 
Orleans, where they expected to board a 
United Fruit vessel for a continued jour- 
ney to Guatemala. 


Chicago 
By JOE ESLER 


@ 8 Robert Swanson, president of Swan- 
son Bros., and his wife are on a trip 
around the world on the steamship In- 
dependence. They are in India at present 
and are expected home late in April. 
@ 8 Some of the companies already 
signed up for the 35th annual restaurant 
convention and exposition to be held at 
the Navy pier May 10th are: S. Blickman 
Inc., Continental Can Co., Continental 
Coffee Co., Cory Corp., Gold Prize Cof- 
fee Co., Hill-Shaw Co., LaTouraine Cof- 
tee Co; Reid Murdoch Co., John Sex- 
ton Co., Silex Co., Standard Brands Inc., 
Stewart's Private Blend Coffee Co., 
Superior Tea and Coffee Co., Tea Coun- 
cil and many others. 

@ @ Many leading coffee companies at- 
tended the Central States Hotel Associa- 
tion convention held at the Sherman Ho- 
tel recently. 

8 @ The coffee trade mourns the passing 
of James Byrne of Otis McAllister Co., 
Chicago manager. Wife and two children 
survive. Martin McMann has succeeded 
to the management. 

8 ® John Sexton & Co., Chicago jobbers 
and coffee roasters have issued a new 
40 page premium catalog. 

@ @® Maxwell House instant coffee in 2 
and 6 oz. glass containers have been im- 
proved, the caps of both being redesigned 
to give the retailer plenty of space for 
markings. The mouth of the 6 oz. jar 
has been widened giving the housewife 
better chance to get the last few spoon- 
fuls out of the jar. 


Vancouver 


By R. J. FRITH 


@ @ Except for headline hunting news- 
paper reporters, no one has become espe- 
cially excited about coffee prices in Van- 
couver, though these have touched levels 
not previously known on the Pacific 
Coast. 

In early February, Santos 4’s, f.o.b. 

Vancouver, in bond or out of bond, con- 
tinued to be problematical as to both 
price and delivery. At that time, the 
wholesale quote for the green berries was 
varying between 80 and 90 cents. At the 
same time, the roasted coffee, in familiar 
brand names, was $1.10 to $1.15 in 
chains, 
8 8 Indian and Ceylons, most popular 
teas consumed in Canada, are up, so local 
importers say, and they say it’s because 
of the coftee market, which has sent 
some people to the tea pots. That could 
be true. 


ee T. W. Marshall, Western Canadian 
gen ral manager for Lipton, announces 
that T. D. Rippon has been appointed 
supervisor of sales, Pacific Division. 


San Francisco 


(Continued from page 59) 
ton at Atlantic City. He was joined by 
vice president J. Blumlein and Donald 
McPhee, the latter the canned goods buy- 
er, and after the convention visited their 
plants in New York, Chicago and St. 
Louis. 
@ 8 Paul Ahrens, of Irwin-Harrisons- 
Whitney, Inc., sailed for Japan to buy 
for his company during the tea season. 
His headquarters most of the time are 
at Shizuoka. 
ee Fd Spillane, of the G. S. Haly 
Co., who recently returned from the 
meeting of the U. S. Board of Tea Ex- 
perts in New York, announced that G. 
MecCally, Lipton’s plant manager at 
Streator, Ill., has been elected to fill the 
vacancy brought about by the resignation 
of Walter Hellyer, who had served the 
board for 20 years. 
es @ Fd Michaels has been appointed ac- 
ting divisional manager for M.J.B in 
northern California, in view of the illness 
of Tom Skakan. 
# ® Lieutenant John Bransten, U.S.A.,, 
son of Joseph M. Bransten, of M.J.B, 
was married recently to Rena Glazier, of 
New York. After the marriage the 
couple went on a Caribbean cruise. 
@ #8 The American Spice Trade Associa- 
tion took an active part in the Western 
States Meat Packers’ convention at the 
Palace Hotel. The San Francisco con- 
tingent of the association not only added 
spice by their participation, but the city 
contributed its Miss San Francisco, Sue 
Fetz. who contributed much to the color 
of the event. 
s ® Len Hoover, formerly with Joost 
Bros., of this city, is now with Otis 
McAllister. 
ws @ Bill Seely, of J. A. Folger & Co, 
is in Los Angeles on a special assign- 
ment, doing selling work. 
@ @ An earnest young. coffee salesman 
entered the office of a coffee roaster and 
was about to spread his offerings be- 
fore him, but was cut short. 

“No,” said the roaster, “I’ve got all 
the coffee I need. My warehouse is 
full of it.” This maneuver, of course, 
was made to. put the roaster in a 
better bargaining position and compel 
the green man to submit his lowest 
bids. But fate decreed otherwise. 
Just at that moment the shop roaster 
came running into the office. “We’re 
out of Santos.” he cried. 

The boss threw up his hands. “My 
God! One can’t keep a secret nowa- 
davs!” 

The salesman got his order. and he 
didn't have to quote his lowest prices, 
either. This story is supposed to he 
true. but all names are witheld to pro- 
tect the innocent. 
® @ Coffee imports through the port of 
San Francisco for the vear ending 
December 31st, 1953, were 142 407 tons; 
for 1952, 141,231 tons, and for 1951, 
158.620 tons. 
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Rates: Single Column '/2” $3.50; 1” $6.00 
2” $11.00; 3” $15.00; 4” $18.00 
Situations Wanted: 5¢ per word. $1 minimum. 





ey, , us 


MODERN REBUILT AND 
GUARANTEED EQUIPMENT 


At Great Savings 


Resina LC Automatic Capper. 

Burns 1500 lb. Green Coffee Blender. 
Burns 6 and 7 Roasters. 

Bauer 2 bag Radiant Roaster. 

Jabez Burns No. 25, 4000 Ib. Granulator. 
Jabez Burns coal or oil-fired Roasters. 
Jabez Burns No. 35 Coffee Roaster. 
Burns 2 and 4 bag Jubilee Roasters. 


Day Dry Powder Mixers, 100, 200, 400, 
600, 1,500 and 10,000 Ibs. cap. 


S. & S. Models A and B Transwraps. 


World and Ermold Rotary and Straight- 
away automatic Labelers. 


Pneumatic Automatic Cartoning Line. 
S. & S. GI and G2 Auger Fillers. 
Whiz Packer and Triangle Fillers. 
Triangle Semi-Auto. Carton Sealer. 
Amsco Rotary Bag Heat Sealer. 
Hayssen, Scandia, Miller and Package 

Machy. CA2, FA2, Wrappers. 

This Is Only A Partial List 

OVER 5000 MACHINES IN STOCK 


Tell Us Your Requirements 


UNION STANDARD EQUIPMENT CO 
318-322 Lafayette St., New York 12, N.Y 














EQUIPMENT FOR SALE 


FOR SALE: One Burns #24 Granulizer in 
g00d operating condition, Complete with 
motor Address Box 40, c/o Coffee and Tea 
Industries 


FOR SALE: 1—Pneumatic Scale 60/min. 
Packaging Unit 2—Jabez Burns 4-bag 
Coffee Roaster, complete with blowers, ex- 
hausters. cooling trucks; Standard Knapp 
Auto Gluer-Sealer & Comp. belt: 1—Model 
A & 1 Mode! B Transwraps: 2—6”" Bright- 
wood Box Machines, m.d.; Roball Sifters; 
Mikro Pulverizers: Mixers up to 7.000 Ibs. 
Partial listing What have you for sale? 
CONSOLIDATED PRODUCTS CO.. INC., 16- 
19 Park Row, New York 38, BArclay 7- 
C600 





EQUIPMENT WANTED 


WANTED: Packaging Line, Labeler, Cap- 
per. and Mixer. Address Box 147, care of 
Coffee and Tea Industries 
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The Price of 
Restaurant Coffee 


The open letter, “The Price of 
Restaurant Coffee” could help your 
restaurant customers work out a pos- 
itive coffee policy, one based on fact, 
during the current crisis. Sample 
letter and details available upon re- 
quest. 


Coffee & Tea Industries 
(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 








BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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COFFEE & TEA INDUSTRIES and The Flavor Field 





You BET iT IS... 
IT 1S THE KIND OF 
COFFEE WE HAVE BEEN 
IMPORTING AND SELECT. 
ING SINCE 1892. 


Producers of 


Don Carlos Medellins ¢ Otis Armenias 
Carmencita Manizales ¢ Rollo Bucks 
Otis Mexicans e¢ Central Americans 


Venezuelans e¢ Africans 


and those Team-Mates of Quality 


Genuine Custom-Built Vintage Bourbons 


A 
OTIS MCALLISTER 


Established 1892 
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